PRINTERS INK 


’ 
A JOURNAL FOR ADVERTISERS. re 








Vou. LX. 





NEW YORK, JuLy 3, 1907. No. 1. 





The Butterick Trio 


Comprising 

The Delineator 
15c.—$l year 

The Designer 

10c.—50c. year 

New Idea Woman’s 
Magazine 
be.—i0e. year 


Reaching .. 1.600.000 
Homes 
About 10,000,000 
Prosperous Readers 


—Women who do their bu;- 
ing in Retail Stores and 
who buy for their Homes, 
their Families, Children, 
Husband and for them- 
“The Cream of 
Good Customers in; Amer- 
ica’”’ A group of con- 
sumers whose patronage 
alone is enough to assure 
the success of any good 
article. Your advertisement 
rinted 1,600,coo» times 
in one issue. .of the 
Butterick Trio reaches 
more readers, and costs you 
far less, than -you could 
print for yourself and dis- 
tribute to readers of equal 
responsiveness and_ buyin 
power. Trio Rate: $7.12! 
per agate line, An inch ad 
one time ($100) costs you 
1-1000 of 1c. per reader. 
A Page pee 2550) 
costs you about ] of Ic. 
per reader. 


W. H. BLACK 
Mgr. of Advertising 
Home Office, Butterick Bidg. 
New York 


F, H. RAtstTEen 
Western Adv. Mgr. 
First National Bank Bldg. 
Chicago 











THE BUTTERICK TRIO. 
IME OLLIMEATOR - THE OLSIGNER - NEW IDEA WOMAN'S MAGATING 


WH. Black, Manager of Advertising @ 


When you advertise in mediums of small and 
scattered circulation, you lose ‘dollar power”— 
the power that goes up the business chimney be- 
fore it moves the business machine. 

It is this lost “‘dollar power”’ that keeps trade 
channels from widening—that sometimes retards 
business enlargement—because there is stagnation 
at the other end—the consumer end. 

Advértisers who now say that it is not the 
total number Of printed pages of advertising that 
count, as much as does their «/timate destination. 

This is why duplicate .circulation ;weakens 
selling efficiency. 

Satisfactory and constantly increasing con- 
sumer demand is only achieved when advertising 
is placed in large mediums that do not duplicate 
circulation— ' 

The Butterick Trio is the only combination of 
this kind in the world. 


When you use the Butterick Trio, the greatest 
single power for business promotion in the world, 
you at once create greater steadi “ fid 
and more rapid business growth, and at the same 
time you are not only building for the present but 
for the future as well. 


The Butterick Trio has a practically non- 
duplicated circulation with an entrance in 1,600,000 
homes and a reading clientele of 10,000,000 women 
—and so it is that you reach customers in every 
retail store in the United States—stores that 
should be putting your product across the counter 
because the consumer is calling for them. 

Overcome cc retailer resi e—that 
resistance that comes only from lack of demand— 
by advertising along lines that make selling easy— 


Butterick non-duplicating lines, 
LAT 


Manager of Advertising 
May I write you more at length concerning 
this interesting subject—write you about your 
business and how it may be increased? 











1,600,000 FAMILIES.........10,000,000 PROSPEROUS READERS 
DELINEATOR DESIGNER 
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THE ADVERTISER, 
OR THE AGENT, 


Who is going to prepare lists and esti- 
mates for the Fall campaign will find 
Rowell’s American Newspaper Di- 
rectory for 1907 a mighty handy, 
practical and economical assistant. 
4 Nearly 23,000 newspapers, magazines 
and periodicals revised to date. 4 If 
you estimate with Rowell’s Directory, 
you estimate on the safe side. @ Send 
in your order NOW. 4 Every adver- 
tising agent—every advertiser who 
spends as much as five hundred dollars . 
a year in general advertising—every 
maker of material and supplies used 
in a publisher’s office—and every firm 
who has occasional use for a partial or 
a complete list of newspapers, class 
papers and magazines published in the 
United States or Canada—ought to 
buy a copy of this Directory. 


Cloth and gold; 1,560 pages. $10 net 
cash, sent prepaid. 





The Printers’ Ink Publishing 
Company, 
10 Spruce St., New York City. 
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VoL. LX. 


WITH ENGLISH ADVER- 
TISERS. 





The article which appeared in 
a recent issue of Printers’ INK 
giving an analysis of the adver- 
tisements appearing in a leading 
American magazine was of great 
interest, and suggested the - de- 
sirability of making a somewhat 
similar analysis of the announce- 
ments in that well-known Eng- 
lish publication, the Strand 
Magazine. For this purpgse the 
month of June was selected, and 
the ordinary advertisements were 
included, but insets, of which 
there are always a fair number, 
were not taken into account. 

Dissecting the advertisements 
which appeared in a somewhat 
similar way to that previously 
adopted, the following results are 
arrived at: 





No booklet or inducement offered 85 

Price list, catalogue or circular 
offered 97 
Sample free 13 
Sample for small sum 20 
Booklet 56 
Patterns 13 
Some special offer 8 
Particulars post free 9 
Name of agent supplied 3 
Goods sent through the mail 10 
Total 314 


The first point which. emerges 
from this analysis is the fact that 
the English. proportion offering 
no inducement to reply is far 
higher than the American, and 
comparison is easy because, curi- 
ously enough, the total numbes 
of advertisements practically cor- 
respond. In the American 
magazine, of a total of 315 ad- 
vertisers, thirty-one only offered 
no special inducement, whereas 
of a-total of 314 English adver- 
tisers, there were eighty-five who 
advertised only .in espera bem, 
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and in some cases the terms were 
very general. It would be inter- 
esting to know how far American 
advertisers were influenced by 
the campaign of Messrs Lord & 
Thomas, the Ethridge Company 
and others, against so-called gen- 
eral publicity, and in favor of 
getting mail-order force into gen- 
eral publicity. 

Amongst the eighty-five adver- 
tisers in the Strand Magazine 
who hold out no inducements to 
reply are included Cadbury's, 
Epps’, Fry's, Beecham, different 
publishers, and various firms who 
feel, probably, that they would 
gain little by sending out either 
booklet, sample or anything of 
that kind, because either their 
goods are thoroughly well-known 
or easily purchasable. It must 
always be remembered in com- 
paring English and American 
advertising that the conditions in 
the two countries are essentially 
different. In England the coun- 
try is so small that as regards 
the vast majority of goods, every 
reader of a magazine is near a 
shop, where he can either pur- 
chase or see the goods advertis- 
ed, but this condition of things 
does not, of course, obtain in the 
United States. 

The most curious phenomenon 
with regard to the cases in which 
samples, catalogues, booklets, or 
patterns are offered free, or fora 
small sum in the English papers, 
is that. the offer is frequently 
hidden away and takes so incon- 
spicuous a position that the casual 
reader does not readily discover 
it. Surely, the philosophy of the 
offer of a booklet, catalogue, or 
a sample is; first, that seeing the 
article or learning the facts con- 
cerning it is the best way to fav- 
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orably impress a possible buyer; 
and secondly, that an application 
brings the advertiser directly into 
contact with the public, and ren- 
ders it possible to follow the ap- 
plicant up with further letters. 
Many English advertisers remind 
one of the aristocratic old lady, 
who came down in the world, 
and was reduced to selling goods 
in the street. Instead of crying 
out what she had to sell she 
whispered her story, in an inaud- 
ible voice, because as she ex- 
plained, she was afraid that any- 
one should hear her. It did not 
strike the dear old soul that if 
the public could not hear what 
she had to say they were hardly 
likely to buy her goods, and a 
similar blunder is frequently 
made by English advertisers. 

The offer of a booklet or 
sample is a means to an end and, 
therefore, the more conspicuous 
it is made, and the more strongly 
it is displayed, the better. Prac- 
tical experience proves that, even 
with a whole-page advertisement, 
is is desirable to bring up an 
offer either in a heading, sub- 
heading, or by special paragraph, 
towards the end; and experience 
also proves that if the gift, or 
whatever the inducement is, be 
mentioned at an early stage in the 
advertisement, the readers are 
more likely to respond. 

Then again, English advertis- 
ers have much to learn with re- 
gard to the handling of the ap- 
plications they receive. Nothing 
is more common than to find that 
when the public writes for the 
sample, trial, booklet or cata- 
logue, it is simply put in an en- 
velope or package, and sent off 
without any further explanation, 
writing-up, or intelligent effort 
to make sales. Whatever may be 
the case as regards American ad- 
vertisers, people on this side 
fancy, in many instances, that 
when they have instructed their 
agent or the newspaper to insert 
their announcement their work is 
ended. All they have to do is to 
sit down and pocket the pro- 
ceeds. If, in the course of a few 


months, they do not find them- 
selves on the road to becoming 


“rich 


beyond the dreams of 


avarice” they have a tendency to 
imagine they have a grievance, 
are being unfairly treated, and 
that they are entitled to denounce 
advertising as disappointing, if 
not something worse. 

It is undoubtedly a fact, that 
the effect of the follow-up sys- 
tems adopted by American firms 
on this side considerably bright- 
ened up our methods. Qn several 
occasions the follow-up letter, as 
used by American advertisers 
here, have been quoted and held 
up to ridicule in Truth and other 
English papers. The effect must, 
however, have been in many in- 
stances to suggest to English 
business men the need to put 
salesmanship into their handling 
of advertisement replies and ap- 
plications. 

Whilst on this subject it must 
be remembered that English peo- 
ple are rather reticent, and re- 
sent gush, familiarity, and what 
is known in the States as “smart- 
ness” and “cuteness.” Some of 
the follow-up letters referred to 
are certainly open to criticism 
from the British point of view. 
The average Englishman is not 
pleased when he is addressed by 
a total stranger as “Dear Mr. 
Brown;” and if the letter is 
written with simulated “tears 
in the voice,” it has a tendency 
to excite laughter rather than to 
influence business. A favorable 
impression is not created by tell- 
ing the man in the street, on this 
side, that you are “dying.to cure 
him,” and that your “life is em- 
bittered by the fact that he will 
not give you the chance.” A 
clear, crisp, pointed, sensible and 
apparently truthful statement is 
what is actually necessary. 

We will now come to the free 
sample offers made, and_ give 
details of them. In the follow- 
ing cases samples are offered 
gratuitously: 

The Hozene Towel. Redford’s 
Starch Gloss. Cunliffe, Dobson & Co. 
(Red Ring Bordeaux). _Coza Powder 
to Cure Drunkenness. Kutnow’s Pow- 
der. Pearson’s Antiseptic. Bensdorp’s 
Royal Dutch Cocoa. Frame Food. 
Bishop’s Tonules. Reynolds’ Bread. 


Silveret Plate Powder. Mene Sani- 
tary Towel. Mennen’s Powder. 


In these cases the sample offer 
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is direct and clear, but with one 
exception—the advertisement for 
Reynolds’ Wheatmeal Bread— 
and in this case the applicant is 
asked to “Send name of baker 
and we will send him, post free, 
enough wheatmeal to make sam- 
ple loaf for you.” This may 
seem rather circuitous but it does, 
at least, ensure that a satisfactory 
loaf is made by a qualified baker, 
who will take good care to look 
after a prospective customer. 
The samples charged for are: 


Cherry Blossom Boot Polish 1d. 
Edwards’ Harlene 3d 


Allenbury’s Food 3d. 
Griffin’s Goldona Photographic 

Paper 24d. 
Antozone 2d. 
Oatine 3d. 
Maltico 3d. 
Wren’s Boot Polish 7d. 
Porter’s Stationery 1d, 
Fenton Pottery Co. (who offer 

a plate) 6d. 
Semi Porcelain Co. (who offer 

a plate) 6d. 
Williams’ Shaving Soap 1d. 
Calvert’s Tooth Powder 1d. 
Chesebrough Manufacturing Co. 

(six samples) 6d. 
Bright & Sons 1d. 
Antexema 3d. 
Savory & Moore, Ltd. 6d. 
Zox Co. 1d. 
Postal Yeast Co. gd. 


Patterns were offered by the 
Jaeger Company; Egerton Bur- 
nett, Ltd.; H. Gorringe & Co.; 
Catesby & Sons (two advertise- 
ments); Bradford Manufacturing 
Co., Ltd.; Abingdon Carpet Co.; 
Fox Brothers & Co.; Treloar; 
Small & Son; Lewis & Cos: S. A. 
Sands & Co., and Lyle & Scott. 
In additi n to the various classes 
enumerated, booklets were offer- 
ed by 17.8 per cent of the adver- 
tisers, whilst 30.9 per cent invited 
applications for a price-list, cata- 
logue, circular, or prospectus, and 
6.3 per cent were willing to send 
particulars, held out some special 
inducement, or were prepared to 
send name of agent. The number 
of those who endeavored to ob- 
tain direct mail orders seems 
small, but it must be noted that 
in several cases in which a book- 
let or a sample was advertised 
the price of the goods, if sent 
post free, was also quoted. 

Before leaving the advertise. 
ments in the Strand Magazine for 
June it may possibly be of inter- 
est to enumerate the principal 
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classes under which the various 
announcements fall, together with 
the respective number of adver- 
tisements of each kind: Toilet 
Articles 27, Medical 26, Cycles 
and Accessories 20, Provisions 
20, Publishers’ Announcements 
18, Furniture, etc., 17; House- 
hold Requisites 16, Boots and 
Shoes, etc., 14; Hygienic Appli- 
ances, Surgical Instruments, etc., 
12; Hosiery, Clothing, etc. 14; 
Watches and Jewelry 10, Musical 
Instruments 8, Educational 7, 
Fountain Pens and Inks 6, China 
4, Cigars and Cigarettes 4, Dress 
Materials, etc., 4; Physical Cult- 
ure 4, Sewing and Knitting Ma- 
chines 4, Wines and Spirits, etc., 
4, and other classes of goods with 
but one, two or three entries to 
their credit. Writing casually, 
without attempting to make a 
similar classification of the adver- 
tisements in a typical American 
magazine, it would appear that 
the proportions under the various 
headings would differ consider- 
ably from those given above. 
F. W. SEars. 
4 —___—___—_—_ 
DIFFERENT WAYS OF SAYING 
“FREE,” 


The word “Free” is often used as a 
display feature advertising offers which 
either require the payment of a certain 
amount of money or the performance 
of certain services. Advertisers in the 
Star Monthly may use the word “Free” 
in display only when the article offered 
is really sent free upon request. Such 
an offer may properly require readers 
to send. stamps to cover the cost of 
postage but no more. 

you advertise something which sells 
at a certain price and as an incentive 
to buy you are willing to ‘‘throw in” 
something extra then you may properly 
advertise that extra thing as being 

“Given” or “Given Away.” 

If your proposition is one which 
offers a reward or premium for the 
performance of services of any sort 
then. you may use the display ‘‘Earn,” 
“Easily Earned,” ‘This Premium for a 
Couple of Your Spare Hours,” or some 
such clearly understood statement.— 
Star Monthly Solicitor. 











Lincoln Freie Presse 


Lincoln, Neb. 


Actual Average : 49 281 
Circulation ’ 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Tllinois, etc., in the order named. Allsub- 
scriptions paid in advance. Flat rate, 35c. 
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A RESPECTED MAINE 
EDITOR. 


Frank Lambert Dingley, editor 
of the Evening Journal of Lewis- 
Maine, 


ton, has seen forty-six 


The Lewiston Evening Journal 
was founded (as a daily) in 1861. 
Mr. Dingley was then twenty-one 
years old, having just graduated 
from Bowdoin College in the 
class of 61. His brother (the 














FRANK LAMBERT DINGLEY. 


years of continuous service as 
editor and joint-proprietor of the 
Journal, one of the most influen- 
tial daily papers in New England. 


late Congressman Nelson Ding- 
ley), had purchased the Lewiston 
Weekly Journal, which was estab- 
lished in 1846 by Waldron and 








rnal 
861. 
one 
ited 
the 
‘the 








Garcelon, the plant coming by 
schooner from Boston to Port- 
land, Maine, and being brought 
to Lewiston by a farm ox-team, 
and in 1861, associating his 
brother with him, they began the 
publication of the Evening Jour- 
nal. Practically all of the: time, 
for the past thirty-five years F. L. 
Dingley has been connected with 
the paper in the capacity of ed- 
itor-in-chief, thus making him in 
point of service, one of the oldest 
editors and newspaper workers 
in New England. 

Under his editorial and — busi- 
ness control the evening and 
weekly editions have had marked 
success. .To-day the plant is one 
of the best in New England,: out- 
side the larger cities. It has a 
spacious building of one and a 
half acres of floor. space, . fitted 
with modern mechanical appar- 
atus. The evening and ‘weekly 
Journal are the only. newspapers 
in Maine which have been award- 
ed the so-called Gold. Marks by 
Rowell’s American: Newspaper 
Directory. Their circulation has 


been increasing during: 1907 at the 


rate of over 700 paid subscribers 
a year, 

Mr. Dingley was special com- 
missioner. under President : Harri- 
son: to make investigations in re- 
gard to foreign - immigration, 
making a special report that was 
the basis of the first legislation, 
restrictive of. immigration, passed 
by Congress. He is well ‘known 
as'a public speaker, delivering 
many occasional addresses. He is 
a vigorous. and __ epigrammatic 
writer, of great ‘industry, and of 
untiring devotion to his profes- 
sion, ’ 

—__+o+—__—_ 
A THING OF BEAUTY IS A JOY 
FOREVER. 

There is a store in Boston which 
deals ‘exclusively _ in’ dairy products. 
The management of. this store conceived 
the idea of starting a milk counter in 
one corner of the store for the purpose 
of serving to the thirsty passerby a 
goblet of milk right fresh from the cow 
for 5 cents per glass. 

So a young, wholesome-looking man 
was placed in charge of the milk count- 
er and the proprietors waited for busi- 
ness. But business didn’t come. The 
milk counter was a failure. Its main- 
tenance really represented a loss in 
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money to the store. Fresh milk was 
coming in daily, but none was going 
out. 

A member of the firm thought he saw 
light, so he advertised for a pretty girl 
to run the milk counter. She came— 
she came in bunches. There were sev- 
eral dozens of her. The firm member 
in whose hands had been placed the des- 
tiny of. the milk counter was a. good 
judge of beauty. From the total of fair 
applicants for the place he. chose the 
fairest maid of all. She was a comely, 
buxom lass. with brown hair, liquid 
brown eyes and a complexion. which 
would make a ripe peach want to hide 
itself. The firm furnished her a tailor- 
made outfit -and moved the milk counter 
over in front of a- big plate-glass win- 
dow where all who passed might see 
her. There'she stood in all. the radiant 
beauty of the dairy maid of song and 
story. The little white cap and white 
apron and her sleeves reefed to the el- 
bows gave a finishing touch to the pic- 
ture. 

Men who hadn’t tasted milk since 
their nurse-bottle days gravitated to- 
ward. that milk counter. Clerks who 
disliked fresh milk to such an extent 
that it choked them came up to that 
counter, laid down their nickels and 
took their medicine like sports. Busi- 
ness grew to such an extent.that the 
dairy maid couldn’t take care of it, and 
another pretty assistant was added to 
the milk. counter. 

Beauty may be only skin deep, but it 
sells the goods.—Montreal Pharmaceuti- 
cal Journal 











The’ May sworn circula- 
tion statement of THE 
RECORD- HERALD shows 
an -average da ly circula- 
tion 

EXCEEDING 

151,175 COPIES 

THE RECORD-HERALD 
is confident that it has a 
larger circulation than any 
other two-cent paper, 
morning or evening. 

_ It challenges an investi- 
gation if: the assertion is 
questioned. 

The average circulation 
of THE SUNDAY RECORD- 
HERALD in May exceeded 
216,550 copies each issue. 
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ADVERTISING INCONSIST- 
ENCIES 


An advertiser who is placing 
his goods before the public must 
naturally try to reach as many 
people as possible at the lowest 
cost, who can afford to buy his 
product; and I believe that in ad- 
vertising an article which is with- 
in the reach of everyone, suchasa 
five cent soap, a breakfast food, 
or any commodity which appeals 
to the masses, circulation should 
be bought. Everyone uses soap; 
nearly everyone uses brea‘fast 
food. However, in selling an 
article which appeals to the 
classes and not the masses, qual- 
ity should be looked for before 
quantity or large circulation. 

In some publications of large 
circulation we find quite a line of 
automobile and accessory adver- 
tising and in the same issues, pos- 
sibly on the same pages, a diversi- 
fied line of the cheapest kind of 
mail-order propositions. 

I took one of these issues at 
random, which is a fair example 
of all of thun. I find these ad- 
vertisements : 

“$8.85 Dresses Any Man With a 
Stylish Spring and Summer Suit. Given 
with every suit a spring rain-coat, or 
extra pair of trousers, or handsome 


fancy vest or your life insured against 
accident, with weekly benefit, etc.”— 














“Credit Given Everybody.” Send us 
75c. and we will ship this handsome 
massive solid oak golden finish rocker; 
strong, durable, profusely carved; has 
roll seat, button ioent. strap and buckle 
back, upholstered with Boston Leather. 
Satisfaction guaranteed or money re- 
funded. $4.95—75c. cash, soc. weekly. 





“Diamonds on Credit.” 


“This outfit given with each suit 
ordered:” 
A fine hat, any shape or color $2.50 





A pair of stylish lace shoes 2.50 
A fancy percale shirt with collars 
and cuffs I 
A fancy silk four-in-hand, string 
or bow tie +50 
A pair of fancy web elastic sus- 
penders 50 
A Japanese silk handkerchief .50 
A pair of fancy lisle thread sox  .so 
$8.00 


To introduce our famous made-to- 
measure tailoring we make this un- 
equaled offer of a Thibet, Worsted or 
Cashmere Suit, made to your measure 
in the latest sack style, well made and 
durably trimmed for only $9.00.’ 
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The advertisers whom I have 
just mentioned look for direct 
results, and unless they were get- 
ting direct results they would not 
appear in this medium week after 
week, 

If these advertisers receive re- 
sults; the advertiser who has a 
$5,000 automobile for sale and 
also uses this medium, is paying 
for a lot of circulation from 
which he receives absolutely no 
benefit. He has a keying system, 
but has no direct selling proposi- 
tion and does not know whether 
he is getting results or not. He, 
however, in his advertisement 
asks people to write for a cata- 
logue, and he reccives a great 
many requests for catalogues 
from this medium and others 
which have a large circulation, 
but the fact that he sends out 
catalogues does not prove that he 
sells automobiles to the readers 
of these mediums. He, however, 
is impressed by the enormous 
circulation. 

Now let us see how much of 
this circulation benefits him. Chi- 
cago has two million inhabitants. 
In order to arrive at the number 
of families in this city. we divide 
this two million by five, as census 
figures give about five people toa 
family. We, therefore, find 400,- 
ooo families in the city of Chica- 
go. Last year there were in the 
neighborhood of 5,000 automo- 
bile licenses issued here, which 
shows that a little over one per 
cent of the family population of 
the city of Chicago own automo- 
biles. 

Another fact to which I wish to 
call your attention, is, that ac- 
cording to statistics, one-third of 
the families in the United States 
live on less than $400 a year and 
only five per cent have incomes 


25 ° 
exceeding $3,000 a year. 


Of course, this does not prove 
that there are not some readers 
of the large circulation magazines 
who can afford to buy an auto- 
mobile; and by the way, I am 
only taking automobiles as a 
basis; there are other commodi- 
ties; such as high grade pianos, 
high class furniture, etc., which 
come in the same category, but I 
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claim that the manufacturer and 
the seller of high grade commod- 
ities could sell their product to 
better advantage and at a lower 
cost by using mediums which go 
exclusively to the wealthy class, 
and in which he pays a low rate 
but is benefited by the bulk of the 
circulation. The high grade me- 
diums of. limited circulation are 
usually circulated in the larger 
cities, where there is more wealth 
than in the smaller ones. 

However, the average manufac- 
turer with a small appropriation 
who has a luxury for sale usually 
starts using mediums of large cir- 
culation and unless he changes 
his plans he is killed as an ad- 
vertiser. 

The argument that I frequently 
meet with in soliciting business, 
is—“Our appropriation is limited, 
if we had more money, of course, 
we would use your medium. 
Your medium is a good one and 
we would like to use it, etc.” 

In advertising an article which 
appeals to the classes, that argu- 
ment should be made to mediums 
of general circulation and not to 
mediums of class circulation. 

I believe it good policy, when 
advertising an article used by the 
masses, to buy circulation, and as 
the appropriation increases and 
the advertiser has more money to 
spend, then buy quality. But, for 
an article which is a luxury, or 
which can only be bought by 
classes, quality should be con- 
sidered and be bought before 
quantity is thought of.—E-tract 
from address of Richard A. Pick, 
before the Chicago Y. M. C. A. 
Ql ————= 
USE FOR FAKE MINING STOCK. 

“Wildcat mining stocks are not alto- 
gether useless—or worthless either,’ 
said a downtown broker who handles 
cheap mining stocks the other day as 
he hung up the telephone receiver. 
“Here’s a man who just offered me $50 
for enough mining stocks to have a 
face value of $50,000. He wasn’t par- 
ticular what stocks he got if they only 
had a paper value of $50,000. I closed 
the deal and will make money on it, 
too. What did he want with such 
stocks? Well, I haven’t the slightest 
doubt but that he is getting ready to 
go into the bankruptcy court and wants 
to show his creditors where his money 
has been dropped. We often get such 
requests and are usually able to fill 
them.”—Sun, 





Success Magazine 
A Periodical of American Life 
New York 


“ Success Magazine” does not, as 
some suppose, endeavor to “teach 
young men how to succeed in life,” nor 
is it in any sense whatever a “ juve- 
nile” publication. It is a home maga- 
zine of general circulation and inter- 
est, appealing almost equally to the 
men and the women—it is built on 
strong, broad, conservative lines—it 
aims to raise the standards of Ameri- 
can national life and the American 
home. 

A staple and reliable medium for 
national advertisers. 

Advertisements in “ Success Maga- 
zine” are placed next to reading, 
where they must be seen and read. 
We take standard magazine copy. 


Mhuire a an 


Advertising Director 








MARKING LAW IN 
CANADA. 


The new Canadian Act regulating 
the sale and marking of manufactures 
of gold and silver goes into effect on 
July 13, 1907. It regulates the impor- 
tation of gold and silver articles of 
manufacture into Canada, and contains 
some important trade-mark provisions. 

“If any article contains a mark of 
any description, such mark must be 
registered under the Trade-Mark and 
Design Act of Canada. The expression 
‘mark’ includes any mark, sign, de- 
vice, import, stamp, brand, label, ticket, 
letter, word, figure, or other means 
whatsoever of indicating, or of pur- 
porting to indicate, the quality, quan- 
tity or weight of gold or of silver, in 
an article of manufacture. Further- 
more, all articles made of rolled gold 
plate, gold filled, gold plate, silver 
plate, silver filled, or gold or silver 
electroplate, must be marked showing 
such composition, and must, in addi- 
tion, have a trade-mark registered un- 
der the Canadian Act. Any non-com- 
pliance with the above provisions is 
made an indictable offense, punishable 
by a fine not exceeding one hundred 
dollars for eaeh article in respect of 
which the convittion is’ had; and after 
conviction every such article shall , be 
so broken or defaced as to be unfit for 
sale otherwise than as metal.”—Trade- 


Mark Record. 


NEW 
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WHO’S WHO AND WHERE- 
FORE. 





CHARLES GRASTY—THE BALTIMORE 


“NEWS,” 





“The Boy Journalist” is a title 
that could reasonably be applied 
to a lot of men of ripe years in 
the newspaper business. It 
wouldn’t be a name stolen from 
any juvenile fiction. A _ lot of 
men drift into the newspaper 
business, just as they do into sell- 
ing industrial life insurance, or 
into the Salvation Army. There 
isn’t anything else left for them 
to do except to die, and they 
won't even oblige their fellow- 
man by doing that earlier than 
they have to. Then there are the 
real boy journalists fighting for 
their own hand. Occasionally 
even, rarely, they grow up. When 
they survive they are selected 
lives in the history of their spe- 
cies. Not only physically but 
mentally, of course by intellectual 
growth, but spiritually and mor- 
ally as well. 

The business success that such 
men ‘attain is a mere incident. In 
our newspaper history, even as 
recorded by Hudson in the first 
competent book of Annals of 
Journalism, there were few to 
tell about. In more recent times 
the record would contain even 
fewer names than it did when 
the first journalist of this country 
and his time wrote his history of 
American newspapers. 

The mere business successes 
would be more numerous; the 
record of individual achievement 
in other departments of journal- 
ism pass on to the~ vanishing 
point. Still there are a few in- 
stances that embrace the « boy 
journalist in their record, and 
among these should be named 
first Charles Grasty, owner and 
editor of the Baltimore News. It 
is easy to bracket men’s names 
in the newspaper world with the 
titles, Owner and Publisher. It 
is very rarely that you can say 
Owner and Editor. A few sur- 
vive out of a passing generation 
that follow Wilbur Story, of the 
Chicago Times, Samuel Bowles 
of the Springfield Republican, 


Samuel Medill of the Chicago 
Tribune, Frank Pixley of the 
San Francisco Argonaut, James 
Boyle O'Reilly of the Boston 
Pilot, William Cullen Bryant of 
the New York Evening Post, 
John W. Forney of the Philadel- 
phia Press, Greeley of the Trib- 
une, Raymond of the Times, C. C. 
Fulton of the Baltimore Ameri- 
can, Locke of the Toledo Blade, 
McCulloch of the St. Louis Globe- 
Democrat, and, perhaps a half a 
dozen more nearly or equally 
eminent to honored graves. 

But a few do survive, There 
is Henry’ Watterson of the Louis- 
ville Courier Journal, Joseph 
Pulitzer of the New York World, 
and William Allen White~out at 





CHARLES H. GRASTY, 


Emporia, Kansas. But when we 
look further over the field for 
men who are editors and owners, 
we come very near to a full stop 
when we have added the name of 
Charles H. Grasty of the Balti- 
more News. 

Editors are hired men and 
clerks of publishers as a rule. Of 
course they are capable. The 
publishers that exist now-a-days do 
not hire incompetent editors, but 
they do hire them. It was not so 
in the old time. 

But referring to the “Boy 
Journalists,” as a rule they wither 
on the stem of the newspaper 
long before they ripen. So, if 
we find an exception of a marked 
nature it is peculiarly interesting. 
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Mr. Grasty was the “Boy Jour- 


nalist’” very definitely. If you 
were to meet him to-day the 
quality of youthfulness would 


still be the first and strongest im- 
pression he would create, having 
regard to his personal appear- 
ance. A young man with a full, 
round face, like the sun at ten 
o'clock slowly passing to its mer- 
idian. It isn’t until he begins to 
talk that you discover that his 
trifling mustache faintly conceals 
a strong mouth and resolute chin, 
and his forehead is full and 
thoughtful, and then you begin to 
listen to what he says in the 
drawling accents of a Virginian, 
but with the incisive words of a 
brainy Puritan, backed up by the 
definite meaning of a man from 
the West. Leaving out the Puri- 
tan element as a mere illustra- 
tion, the rest can be faithfully at- 
tributed to him, for he was borrt 
in Virginia, educated in the West, 
served his apprenticeship in news- 
paper life there, and came to the 
Atlantic Coast, to the most con- 
servative, changeless city of the 
East to make his newspaper. 

He has made it all right. He 
was only born in 1863. His pa- 
per has beena success for over ten 
years. It is not unfair to speak 
of him as the “Boy Journalist.” 
A successful Chatterton, as it 
were, whose music and journal- 
ism is only half tapped yet. Son 
of a Presbyterian minister, a fine 
school for a young mind! Just 
fancy learning while he was still 
lisping the answer to that ques- 
tion in the Westminster catechism, 
What is sin? and being able to 
reply ;—It is any want of con- 
formity unto, or transgression of 
the law of God. There are other 
eminent journalists who learned 
that long before they knew the 
meaning of the words. Melville 
Stone is a preacher’s son, and 
Henry Watterson and Wilbur F. 
Story, and so too was William 
Cullen Bryant and old Samuel 
Bowles, Alex McClure, Jno. W. 
Forney, and even Elbert Hubbard, 
of the Philistine. Then the 
gutter on Park Row is filled with 
the sons of preachers. So after 
all it is no open door to success 
in the newspaper business. 
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Mr. Grasty was educated at 
Columbia College in Missouri. 
At the age of fifteen he taught 
school. Fancy what he must have 
known, or how unformed his 
pupils were! A year later he was 
a reporter on the Mexico /ntelli- 
gencer, and a little later he was 
engaged on the Sedalia Democrat, 
the next biggest town near by. 
His editor was Major Edwards, 


writer, thinker, duellist, and the 
first expfession of ‘Missouri’ Ss 
motto, “Show me.” In Sedalia 


was printed the Bazoo, edited by 
J. West Goodwin, a paper as dis- 
tinctive as its title indicates. In 
the same neighborhood Mark M. 
Pomeroy—better known as Brick 
—had left the impress of his 
singular genius. So the very 
young Mr. Grasty had a chance 
to grow up under very favorable 
conditions for the cultivation of a 
newspaper mind. In 1882 he went 
to Kansas City—the next biggest 
town in the region, and joined 
the staff of Dr. Mumford’s paper, 
the Journal. That paper had his- 
tory. Eugene Field had started 
there, and Dr. Mumford was a 
man who took journalism seri- 
ously—so seriously he was_ shot 
for it. But these casual in- 
fluences only ripened the boy, and 
he found himself managing editor 
of the Jimes before he was 
twenty-one, 

When we talk about managing 
editors in the East, we usually 
mean men ripe in years and ex- 
perience, filled with all the banal 
informations that are necessary 
for them to know so well. It was 
not so always in the West, what- 
ever may be the conditions now. 
Grasty knew news, how to handle 
it, and had a singleness of pur- 
pose which is a journalist's best 
suit, and that was to print it first. 
The paper was successful under 
his direction, but a tempting offer, 
to conduct a trade journal, a 
weekly paper in Baltimore, se- 
duced him for a little while. 
During the time he ran this paper 
he heard the call of daily journal- 
ism summoning~ him insistently, 
and he organized a little syndi- 
cate and bought the Baltimore 
News. 


Baltimore was, until its last 
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baptism of fire, more set in its 
ways and methods of thought and 
life, perhaps, than any other city 
on this continent. But before the 
fire came to give it a new brace, 
the News, under its new control 
had very firmly established itself 
as a real reformer. And it had 
done what reforming influences 
rarely do, established itself defi- 
nitely in the liking of the people. 
It had told the news of the day; 
it had thrown its alwdys increas- 
ing influence in favor of good 
City Government, and it had at- 
tacked without fear the most pe- 
culiarly strong and _ well-estab- 
lished ring that ever managed the 
affairs of a State and a city. It 
was the organization directed and 
led by the late Arthur P. Gorman, 
Senator of the United States, 
head of the Chesapeake and Ohio 
Canal Company, Koss of the city 
and State and former chairman 
of the National Democratic Com- 
mittee that elected Grover Cleve- 
land President. It is needless to 
say that it was a smooth-running 


machine. It did its work beauti- 
fully, and its methods were ef- 
fective, because there was no 


friction until the News created it. 
It would be an interesting story 
to tell how the News fought out 
the battle. We only pause to say 
that it won a complete victory, 
and, if we may say so, revolution- 
ized and reformed a civic and 
State government. 

The News had been created by 
Hermange and Brewer, the form- 
er an old clerk of the Sun news- 
paper, the latter an officeholder 
in the county courts. Hermange 
was the business man, Brewer 
the editor and writer. It had 
not been unsuccessful. It told the 
local news, ministered to the de- 
mands of the people in a way that 
they generally approved, and sup- 
ported the existing order of things 
in a friendly spirit. It had done 
this so well that when it was sold 
to Grasty Mr. Brewer said to 
him, “we have the graves of sev- 
enteen newspapers in our back 
yard that we interred there. It 
is worth while for you to con- 
sider this.” 

Perhaps Mr. Grastv did not, in 
the spirit in which the informa- 
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tion was given to him. At least 
from his day there have been no 
ambitious corpses seeking funer- 


als. The News, under its new 
management, occupied the field. 
Mr. Grasty’s own views about a 


newspaper are singularly funda- 


mental. ‘You must believe in 
what you advocate. If you don't 
you will be found out. And there 


is no use in publishing a news- 
paper on any other basis. When 
you have succeeded in expressing 
your actual beliefs, supposing 
they are reasonable, the rest will 
all come to you. It is not neces- 
sary to trouble yourself about 
business. Keep the paper clean and 
the legitimate business will flow 
in. That's what we have done 
with the News. We have kept 
it clean; we have reformed a 
city, and we have made money, 
which after all is the test of a 
newspaper and the reason for its 
life.” 

Mr. Grasty is a Director of the 
Associated Press. He does not 
publish a Sunday paper. Six 
days of the week is in accord 
with the commandment and _ his 
own views of business. In this 
particular he follows the example 
set by Victor Lawson. - These 
two men particularly, and the 
editors of some other evening pa- 
pers in the country, recognized 
early that theirs was the field, not 
that part occupied by the morning 
newspaper. They have all of 
them attained peculiar success. 
The Boston. Transcript was the 
first one to point the way—after 
it the Brooklyn Eagle, Philadel- 
phia Bulletin, Washington Star, 
Detroit News, St. Paul Dispatch, 
and some others, always increas- 
ing in number and success. New 
York City was as usual late in 
trailing—in following the success- 
ful example set for it by the pro- 
vincial evening press. Mr. Glad- 
stone, commenting on the Eng- 
lish dailies, said that he read the 
provincial papers for their value, 
and the London ones for their 
police news. 

The News in its early days had 
only one real rival in Baltimore, 
the Evening Bulletin, of which the 
editor and publisher of the Sun 
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in New York, William Laffan, 
was the head. The Bulletin was 
one of the seventeen corpses that 
Mr. Brewer included in his sale 
of the News to Mr. Grasty. At 
another period of the News’ ex- 
istence John Cockrill came to 
Baltimore and ran the Gazette. It 
was before he joined hands with 
Pulitzer in St. Louis and in the 
New York World. He said when 
he left Baltimore that half the 
people couldn’t read and the other 
half didn’t want to. That was 
true enough too when he said it, 
but Mr, Grasty convinced the one 
half that they liked his paper, and 
nearly the whole of the other lot 
that reading was important to 
their condition. When the great 
fire happened in Baltimore 
Adolph Ochs had a first-rate 
newspaper plant in Philadelphia 
for which he had no use. While 


the fire was still blazing he wired: 


Grasty “Am sending you Times 
presses and plant complete.” 
Grasty answered “how much?” 
And’ Ochs replied “What you 
like.’ The plant arrived in Bal- 
timore within five hours. Before 
the red coals of the city had 
charred the presses had been set 
up in Baltimore and the News 
was issuing from them, not hav- 
ing missed an issue of its publi- 
cation. Good kind of friends for 
Mr. Grasty to have, good kind of 
man to be to have them. 

It is a peculiar position to oc- 
cupy in journalism which Mr. 
Grasty holds, but he bears_ his 
successes with philosophy. What 
his paper may attempt is of 
course a problem to the outside 
mind. One would ‘say that the 
News had fulfilled its errands, 
delivered its message, and was in 
the way of collecting its rewards 
and making its harvest, but you 
can’t tell, The “Boy Journalists” 
in the stories always had minds 
fecund of new ideas and projects, 
and it is safe to guess that the 
News will preserve the parallel. 

Pe ee oes 

Ir the advertising agent butted into 
the manufacturing department of _ his 
client one-tenth as often as the client 
butts into the advertising plan, things 
would be better for business in gen- 
eral, but especially the profit part of 
the advertiser.—Exchange. 


ORGANIZATION) OF NEW 
YORK SPECIAL AGENTS, 





A large number of Special 
Agents met on June 25 to form 
an association, which will be call- 
ed the ‘“Six-Point League.” The 
object of the association will be 
“to extend the knowledge of the 
pre-eminent value of newspaper 
advertising.” 

The following officers were 
elected for a period of one year: 

S. C. Williams of Williams & 
Lawrence, president; Fred _ I. 
Thompson of Smith & Thomp- 
son, vice-president; Dan. A. Car- 
roll, secretary; T. E. Conklin of 
Bright & Verree, treasurer. The 
Board of Directors consists of A. 
M. Knox of Hand, Knox & 
Cone; J. T. Beckwith of the 
S. C. Beckwith Special. Agency; 
John E, O’Mara of O’Mara & 
Ormsbee; I. J. Benjamin of Vree- 
land-Benjamin Agency; F. St. J. 
Richards, Chas. Seested and 
James F. Antisdell. 

The Specials identified with 
this new move are well known 
and active in advertising circles, 
and during the Summer months 
the Board of Directors will be 
hard at work getting the organ- 
ization lined up so that by Sep- 
tember 1st the Six-Point League 
will be well identified with the 
advertising fraternity. 

The Six-Point League starts 
off with the following charter 
members: Bright &  Verree, 
Hand, Knox and Cone, Chas. 
Seested, J. P. McKinney, Smith 
& Thompson, Paul Block, Vree- 
land-Benjamin Agency, W. J. 
Morton, E, A. Berdan, J. F. An- 
tisdell, S. C. Beckwith Agency, 
R. J. Shannon F. R. Northrup, 
H W. King, O’Mara & Ormsbee, 
C. A. Menet, R. R. Mulligan, 
Williams & Lawrence, Robert 
Tomes, Dan, A. Carroll, J. C. 
Wilberding, E. A. Westfall, L. E. 
Crall Co., F. St. J. Richards and 
C J. Billson. 

—_~>—__—_—. 

Farr trial of the merits of adver- 
tising as a business-builder canrot be 
made if you advertise sporadically. 
The regular, longtime ‘‘ad’”’ beats down 
the barriers and clears the way to 
enlarged patronage,—Nunda, N, *» 
News. 











SAVING THE READER’S 
MONEY 


“Will save you money.’ 

How often we see this magic 
phrase in an advertisement, given 
as a reason for purchase. And 
how seldom we see a consistent 
demonstration by figures, just 
where money is saved, and how 
much. Now, if an advertised ar- 
ticle really does work economies, 
such saving ought. to be demon- 
strable. Then why not demon- 
strate it, making saving a strong 
argument? 

Here is a little yellow booklet 
from __ the Automatic Pencil 
Sharpener Company, 524 Broad- 
way, New York, bearing on its 
cover the rather yellow assertion 
that “Wherever three pencil users 
work, the U. S. Automatic Pencil 
Sharpener saves seventy dollarsa 
year.” Now, as this device costs 
only $3.50, and is put forward as 
something that will save the in- 
terest on about $2,000, the yellow 
booklet with the yellow title is al- 
most wholly devoted to showing 
where the saving comes in. And 
its author makes out a very con- 
vincing case. 

A stenographer, in the first 
place, wastes about ten minutes a 
day sharpening pencils with a 
knife, or fifty hours a year—al- 
most a full week's work. That 
comes to at least ten dollars a 
year. The automatic pencil sharp- 
ener puts a point on a pencil in 
three seconds. 

Second, fully fifteen dollars a 
year in wasted time and station- 
ery can be charged in the average 
otfice to soiled letters, which must 
be rewritten. Soiled letters are 
spoiled chiefly through thumb and 
finger marks, made after the 
stenographer has sharpened her 
pencil. 

Third, another ten dollars a 
year is wasted in washing hands. 

That makes $35. Add another 
$35 a year wasted, says the book- 
let, in pencils whittled away by a 
penknife, instead of being sharp- 
ened by this device, which takes 
off just enough to give a working 
point, and you have a total of $70 
to the bad. 

Is this saving real? Or has it 
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been worked up for demonstra- 
tion purposes only? It looks 
somewhat spectacular. But the 
company manufacturing this 
office-help believes in its own 
demonstration to the extent of 
offering to install the machine 
free on ten days’ trial, paying 
charges both ways if unsatisfac- 
tory. So there must be some- 
thing in it. 

“Saves money in coal _bills”— 
“Saves fifty per cent in labor’— 
“Saves half your time’—'‘Takes 
five hours off wash day.” 

Such claims are very freely 
bandied about in advertising. But 
only one advertiser in a thousand 
ever goes into this subject more 
deeply than the general assertion. 
What argument, however, ought 
to be more amenable to figures? If 
the new-fangled furnace | saves 
money in coal bills, it must burn 
less coal per hour, or get more 
heat out of the coal burned. This 
being true, a demonstration is a 
matter of heating surfaces, and 
combustion, and of working out 
some exact engineering data in 
simple figures. So with all other 
claimed economies, 

One interesting thing about an 
advertised claim of economy: The 
public takes it almost at face 
value. A haberdasher once sold 
hundreds of dozens of men’s col- 
lars claiming that they would 
wear longer than others, and in- 
viting purchasers to mark them 
each time they went to the laun- 
dry, and see for themselves. His 
collars, as a matter of fact, did 
not wear longer than others. 
And purchasers did not mark 
them to find out. The public, as 
arule, pays little attention to econ- 
omies after the purchase is made. 
So the chief value of a labor—or 
time—or money-saving device is, 
not that it saves at all, but that 
you can demonstrate that it does 
in advertising it. 





- 


Ir advertising does not gain the 
actual attention of the man, it is of 
no earthly use to you. If a certain 
kind of advertising does gain the act- 
ual attention of the man, it then be- 
comes the most powerful factor im- 
aginable for increasing the sale of 
your goods.—Protzman-Farrar Coe 
Pittsburg. 
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“BUSINESS NEWS.” 


Whatever else the advertise- 
ment is, it is news from the world 
of business and trade. “Store 
News” the Wanamaker page once 
called it, which is the same thing, 
and it is in this form, doubtless, 
and through the. broadside where 
it appeared, that the idea first got 
its foothold. 

But, as we all have something 
to do with stores and trading, and 
as it is through these that prac- 
tically all our human wants are 
supplied, it comes about that the 
“business news” in its various 
forms is altogether the most im- 
portant and interesting news that 
we have. 

Once, however, it was not so 
considered. A generation or two 
ago the readers of newspapers at 
least were not much in touch with 
the columns that gave up their 
space to advertisements. It some- 
how seemed to them that they were 
a rude invasion on the reading 
preserves; that they were selfish 
and personal and took away from 
the subscriber his just quantity of 
matter for instruction and enter- 
tainment. 

Considering, though, how dull 
and commonplace the most of 
them then were, perhaps there 
was some ground for this jealousy 
and characterization. So many of 
them lacked “snap” and “go,” or 
were stupid and lumbering, or 
somnolent and long drawn out, 
that very few could wade through 
them with any thrill or .satisfac- 
tion even. Their mechanical ef- 
fect, too, was depressing. To say 
nothing of the absence of any- 
thing like illustration as we now 
see and know it, there was also 
no effective or well-balanced dis- 
play of the types themselves. 

Advertising skill, even in its 
simplest form, to say the exact 
thing, had not then arrived. It 
was not called for, or imagined, 
and by the pressure of new events 
and sharp competition had to 
grow. 

But the evolution has certainly 
been great. There is little indeed 
more to be admired and wondered 
at in respect to the modern 





triumphs of the press and of pub. 


licity. than that which has put ad- 
vertising so much to the front, 
both in variety and attractiveness. 
It is all so common now that we 
do not stop to think of it. Even 
the most ordinary village sheet in 
the remote wilds will exhibit 
somewhere in its pages the “store 
news” handsomely told and dis- 
played with some cheery human 
voice behind it. 

In the well printed magazines, 
where the finely calendered paper 
and ink conspire to produce good 
results, there are advertising 
pages so printed and _ pictured 
now that they are worth cutting 
out and framing as direct works 
of art. It would be invidious to 
make a stress on particular ex- 
amples and I, therefore, only cite 
in passing what is accidentally 
before me. In the London Con- 
noisseur for April there are two 
pictures by Corot and one by 
Meissonier, which are used to ad- 
vertise an art firm, that are them- 
selves exquisite. In ‘The Shades 
of Evening” by the former artist 
—which is one of them—you al- 
most see his atmosphere and the 
poetry of his light. 

Stories told in this way, even 
if they are “business news,” min- 
ister not merely to use but they 
provide genuine pleasure and en- 
tertainment. That King of Abys- 
sinia who once used to be a col- 
lector of the American tomato, 
and salmon and lobster cans, was 
not so much of a fool as the cir- 
cumstance related of him would 
indicate. He got the best there 
was in advertising quality in his 
region, and was only waiting for 
something better to come. 

Of course a good deal better 
has come, and in the crafts’ pa- 
pers particularly—like the Inland 
Printer with their remarkable use 
of color, it almost seems as if 
little in advance of their present 
work can be very soon expected. 
Whether something better does 
come or not, the triumph of well 
told “business news”: has no rea- 
son to fear criticism. 

JOEL BENTON. 
——_+@.—__—- 
“Tr’s correct if it’s at Morse’s, 
It’s at Morse’s if it’s correct,” 


is the salutation with which a_ Boston 
clothing dealer opens his advertisement, 
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A Roll of Honor 


No amount of money cau buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publisners who, accord- 
ing to the 1906 issue of Rowell’s american Newspaper Directory. have submitted for 
that edition of the Directory a detailed circulation statement. auly signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating in the 1906 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 1907 issue of the American Newspaper Directory. Cir- 
culation figuresin the ROLL oF Honor of the last named character are marked with an (> ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hara cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s american 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham. Ledger, dy. Average for 1906, 
22,41. Best advertising medium in Alabama, 
Montgomers. Journal, dy. Aver. 1906, 9,844. 
The afternoon home newspaper of its city. 


ARIZONA. 


Phoenix. Republican. Daily aver. 1906, 6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 
ARKANSAS. 


Fort Smith, Times. Evening (except Sat.) anc 
Sunday morning. Daily averaye 1906, 4,228. 


CALIFORNIA. 


@akland, Herald. Average J 
567%; May, 1907, 37.965. Only Cali- 


Sornia daily circulation guaranteed by 
Rowell’s Directory. 


San Francisco. Sunset Magazine, montbly; 
literary; 192 to 224 pages, 5x8. Average circula- 
tion seven months ending July. 197, 91.42s. 
Home Offices, Flood Building. 


COLORADO. 


Denver, Post. The trail of the mighty dollar 
leads from the West, Start it your way witha 
Wantadin the Post. Cir. dy. 60,999, Sy.86,728 
6 The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn dy. av. ’06, 
1,268, 


Brid rt. Morning Telegram, daily. 
Wie May. 1907, sworn. 10,798. 


1906, 


UAB & 
oa 
TEED 


u can cover Bridgeport by using 


ts) 
Telegram only. Kate, ic. per line, flat. 


Meriden. Journal, evening. Actual average 
for 1906,7,5380. First four months 1907, 7,784. 


Meriden. Morning Record and Republican. 
Daily average for 1905, 7,57 8; 1903, 7,672. 


New Haven, Evening Register,dy. Annual 
sworn aver. for 1906,14.681; Sunday, 11,662. 


New Haven, Palladium, dy. Aver. 1905, 8,686; 
1906,9,549. HE, Katz, Special Agent, N. Y. 





New Haven. Union. Average 1906, 16.481, 
First 3 mos., ’v7, 16.582. E. Katz, Sp. Agt., N.Y. 


New London, Day, ev’g. Aver. 1906, 6,104; 
aver. for May, 6,546, E. Katz., Sp. Agent, N. ¥. 


Norwalk, Evening Hour. Daily average guar- 
anteed to exceed:.100. Sworn circulation 


statement furnished. 


Norwich. Bulletin, morning. Average for 
1905, 5,920; 1906, 6,559: Apr., 1907, 7,028, 


Waterbury. Republican, dy. Aver. for 1905, 
5.643; 1906, 5.95%. La Custe & Maxwell. 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
day. Daily averuge for 1906. 85.877 (©©). 


FLORIDA. 


Jucknonville, Metropolis, dy. Average 1906, 
9,482. Mar. ’07. 10.000, EZ. Katz, Sp. Agt, N.Y. 


GEORGIA. 


Atlanta. Journal, dy. Av, 1906,50.357. Sun- 
day 57.988. Semi-weecly 74.916.. The Jour- 
nal covers Dixie like the dew. 


ILLINOIS. 


Aurora. Daily Beacon. Daily average for 
1905, 4,580; 1906,6,454. 
Citizen. 


a Daily average for 1906, 
, 


Champaign. News. Guaranteed larger circu- 
lation than all other papers published in the twin 
cities (Champaigu and Urbana) combined. 


Chieago, Bakers’ Helper, monthly ($1.00) 
Bakers’ Helper Co. Average Jor 1906, 4,017 (O@) 


Chiengo, Breeders’ Gazette, wy.; $2.00. Aver. 
circulation for year 196, 70,000. 


Chieugo, Dental Review, monthly. 
average for 1905, 3,708; for 1906, 4,001. 


Chicago, Examiner. 
Sor 1906 


649,846 Sunday, 
178,000 Daily. 
Guarantees larger circulation in 
city of Chicazo than ny two 
other morning papers combiued. 
Has certificate from Association 
of American Advertisers. 
Circulation | Sunday, 717,681, 
February. 1907:5 Daily, 192,271. 
Absolute correctness of latest circulation rat- 
ing accorded the Chicago Examiner is guaran- 
teed by the publishers of Rowell’s Newspaper 
Directory. 
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Chiengo Journal Amer. Med. Ass’n, weekly. 
Averaye Jan., Feb., Mch., April, 1907 50,562. 





Ohieago, Record- 

141,748; ‘Sunday Beis “Average Apri 

1907, daily 151.648; Sunday, 216,377 

ta The absolute correct of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 

to the first person who successfully con- 

troverts its accuracy. 








Chicago. The Tribune has the largest two-cent 
¢ — in — world, and ne i Be St eo 
on of any morning newspaper in Chicago. The 
ts the only Chicago newspaper receiv- 

ing (OO). 


Joliet, Herald evening and Sunday eggs. 
Average for year ending April 30, 1907, 7,87 





Peoria, Evening Star. Circulation ranteed 
more than 21, 000, aa 


INDIANA. 


Crawfordaville, Journal. ‘Dy, and wy. aver- 
age, 1906, 5,878, il be bigger next year. 





Evaneville. Journal-News. Av. for 1906, 16.- 
899. Sundays over 18.000. Z. Katz, 8. AN. Y. 


Bg rye Up-to-Date Farming. 7906 av., 
4,584. Now 200,000 4 timesa mo..,75c. a line. 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1906. 24.612. 


Princeton, Clarion-News, daily and > eal 
Daily average 19#6, 1,501; weekly, 2,548. 


Richmond, The Evening Item, daily. Sworn 
average net paid circulation for five months 
ending, May 3/, 1907, 5,816. A circulation of 
over 5,000 guaran in all 1907 contracts, The 
Item goes into 80 per cent of the Richmond 

omes. No street sales. 

&@™ The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guare 
anteed by the publishers cf 
Rowell’s American Newse 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


South René. Tribune. Sworn daily average, 
May, 1907, TM4. Absolutely best in South Bend. 


pramangeed apanepaniapeamaigel 


Times average 
enna. 1906, Fore Ez. ‘Kate, . ‘Agt., N.Y. 


IOWA. 


Burlington, Hawk-Eye, daily. Aver, 1906, 
9764. Fan paid in advance.” 


Davenport. Times. Daily aver. May, 18.098. 
Circulation in City or total guaranteed greater 
than any other paper or no puy Jor space. 


Des Moines. Capital, daily. Lafayette Young, 
publisher. Sworn average — ry 4 Fg Senos A 
41.751. Circulation, largest 
awn Iowa. More adrertising be pau ends in 1906 
in 342issues than any competitor in 365 issues. 
Rate 70 cents per inch. flat. 











Dea Moines. Register and Leader—daily and 
Sunday —carenes | more “Want” and local display 
advertising other Des Moines or Iowa 
paper. yh -- Lk Sor Mar. dy. 80,722. 





Des Moines. lowa State Register and Farmer, 
w’y. Aver. number copies printed, 1906, 82,128. 





Sioux , Sity. Journal. Daily average for 1906, 
worn, 28,705. Morning, Sunday and Evening 
Editions. 


Sioux Olty. a, | > Net sworn 

dais average 1906, 27.170: Apr., 1907, 81,8838. 

yOu Can cover Sioux hey thoroughly’ by using 

The’ Tribune only. Itis subscribed for by prac- 

tically every family that @ a@ newspaper can inter- 

est. je owa paper that has the Guurane 
tar. 


KANSAS. 


Hutchinson. News. Daily 1906, 4.260. Mar., 
1906,4,.650, E. Katz, Special Agent. N.Y. 


Lawrenee, World, evening and weekly. Copies 
printed, 1906, daily, 8.2%; weekly, 8,084. 


Pitteburg, Headlight, dy. and wy. Actual 
average for 1906, duily 5,96 2, weekly 8.273. 


KENTUCKY. 


Lexington. Leader. Ar. ’06., evg. 5.157. Sun. 
6.798; Jan.,’07, 5,856. Sy. 6.39L, E. Katz, 8. A. 


Owensboro. Messenger. Daily arer., 4 mos, 
ending Apr. 30, v7, 8.499; aver. Apr., 5, 7202, 


MAINE, 


Augusta. Comrfort,mo. W. H. Gannett, pub. 
Actual averaye sor 1906, 1,271,982. 





Augusta. Kennebec cee, dy. and wy. 
Average daily, 1906, 7.656. 


Bangor. Commercial. Averaye for 1906, daily 
9.695; weekly 28,573. 





Madison. Bulletin, wy. Circ., 1906, 1,581, 
Only paper in Western Sumerset Co. 


Phillips, Maine Woods and Woodsman.weekly, 
J. W. Brackett Co. Average for 106, 8.077. 


Portland. Evening Express. Arerage for 1906, 
daily 12.806. Sunduy Telegrum, 8,041. 


MARYLAND. 


Baltimore, American, daily Average 1/906, 
Sun., 77,488; d’y, 67.815. No return privilege. 


Baltimore. News, daily. Evening News Pub- 

lishing Compa: 2 Average 1906, 69.814. For 
fay, 1907. 31.138, 

lute correctness of the 


the NEws is guarunteed by the 
uodlishers of a 8 ——- 
ewspaper wr 
pay one hundred d ed. datiare kg —_ 
Jirst person who successful 
troverts its accuracy. 


MASSACHUSETTS. 


Boston. Evening Transcript (@@). Boston’s 
tea table puper. Largest amount of week day adv. 
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Boston, Globe. Average 1906, daily. 182.986. 
Sunday 295.232. Largest circulation daily ot 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


te tk We Ye ve Yr 
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BOSTON POST 


Average for Murch, 1907. Boston Daily 
Post. 240,148, increase of 6,465 over 
January. 1907; Boston Sunday Post. 
March. 1907, 284,184, increase ot 5,481 
over January, 1907. First New England paper 
to put in linotypes. First New England paper 
to put in the autoplate. Hus in its big plant 
the largest and most expensive press in the 
world. Leads Boston newspapers in amount 
of foreign business. “TheGreat Breakfast Table 
aper of New Englana.” Covers Boston and 
New England more thoroughly than any other 
paper. Bulk of its cireuiation delivered in 
homes of middle-class, well-to-do portion of com- 
munity 


&s The absolute correctness of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


UA 
GUAR 
TEED 


Holyoke. Transcript, daily. 


Act. ar, for year 
42. ° 


ending May, 1906, 3,339; 3 mus, ’07, 7.8 


Lynn. Evening Item, Daily sworn ar. year 
1906, 15,068: Jan., 1907, av.16,017. The Lynn 
family paper. Circulation’ absolutely unap 
proached in quantity or quality by any Lynn 
paper. 


Springfield, Current Events. 
autees results, Get proposition. 


Alone guar- 
Over 50,000, 


Woburn. News, evening and weekly. Daily 
av. net paid cir. March, 1,523. Wkly, 1.481. 

Worcester, Evening Gazette. Actual sworn 
average for 1906,11,401 copies daily; Feb., ’07, 
15.306 ; March, 1907. 15.768. Largest evening 
circulation. Worcester's “‘Home” paper, Per 
mission given A. A. A. to examine circulation. 


Worecster. L’Opinion Publique. daily (© ©). 
Paid average for 1906. 4,282. 


MICHIGAN. 


Jackson, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets. 
April daily average. 7.786. 


Jackaon, Patriot. Average Muy, 1907, 
7,681: Sunday 8,468. Greatest net cir- 
culation, Verified by A_A. A. Sworn state- 
ments monthly. Examination welcomed 


Saginaw, Evening News, daily. Average for 
1906, 19.964; May, 1907, 20.511, 
Actual 


Tecumseh, Semi-Weekl, Herald. 


average for 1906,1,153. 


MINNESOTA. 


Minneapolis. Farmers’ Tribune, twice a-week. 


W.J. Murphy, pub. Aver. for 1906, 87,886. 
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Minneapolis, Farm, Swwck and Home, semi- 
Monthly. Actual averige 1905. 87,187; aver- 
age for 1906, 100,266; mos., 1907, 104,100. 

The absclute accuracy of Farm, 
Stocic & Home's circulation rating 
fs guarauteed by the American 
Newspaper Directory. Circulation is 
practically conjined to the farmers 
of Minnesota, the Dakotas, Western 
Wisconsin aud Northern Iowa. Use 

it to reach section most proptably. 
Daily average circulation for 


May, 197. TH 9S5. Aver. Sun- 


dav circulation, May, 1907, 72.515. The ab- 
solute accuracy of the Journal's circulation 
ratings is guaranteed by the Amertcun News- 


paper Directory. It is quarar- 
teea to reach a greater number of 
Minneapolis, Svenska Amerikanska Posten. 


the purchasing classes and gues 

into more homes tha:: any paper 
Swan J. Turnblad, pub. 1906, 52.010. 
CIRCULAT’N 


UA 
Seg 
TEED 


Minneapolt«, Journal, Daily 
and Sunday(® ©). In 1906 aver- 
age daily circulation 74.054. 


inits field. It brings results 


Minneapolis Tribune. W 
J. Murphy, pub. Est. 1867. Old 
est Minneapolis daily, The Sun- 
day Tribune average per issue 

TEED for the year ending December, 

' 1906, was $1,272. The daily 

chim, Hews: Tribune average per issue for 

paper Diree- the year ending Decenber, 1906, 
tery. was 103,164. 


UA 
Onn 


St. Paul. Pioneer Press Net average circula- 
oon Sor January—Waily 85.302. Sunday 32.- 


The absolute accuracy of the 
Pioneer Press circulation state- 
ments is guaranteed by the Ameri 
can Newspaper Directory. Ninety 
per cent of the money due for sub- 
scriptions is collected showing that 
subscribers take the paper becuse 
they want it, All matters pertaimn- 
ing to circuiation are vpen to inrestigation. 


Winona. Republican-Herald. Av. May. 4.518 
(Sat. 5,200). Best outside Twin Cities & Duluth. 


MISSOURI. 


Joplin. Globe, daily Average 1906, 15.254, 
Apr... 1907,17,248. Z. Katz, Special Agent. N. Y. 


Kuanane City. Journal. Cire'n, 275.000, 
206.335 Weeicly—display and ciassified, 40 
cents a line, fiat; 70,000 Daily and Sunday—dis- 
play, 1%e.; classified, 7c. Combinati eekly 
and Sunday—display. 48¢. Literature on request. 


ole 
aa?) 





St. Joseph, News and Press. Circulation 
1906, 36.079. Smith & Thompson, Eust. Reps, 


St. Leuis. National Druggist,mo. Henry R. 
Strong, Editor and Publisher. Average for 1906, 
8,000 (© ©). Eastern office, 59 Maiden Lane. 


St. Louis. National Farmer and Stock Grower, 
monthly, Arerage sor 1906, 104.200, 


NEBRASKA. 


Lineoln. Deutsch-Amerikan Farmer, weekly. 
Average 1905, 147.052. 


Lineoln. Freie Presse, weekly. Actual average 
Sor 1905, 180.734. 
NEW HAMPSHIRE. 


Manchester, Union. Av, 4906, 16,758, daily. 
N. H. Farmer and Weekly Union, 35,550, 


Nashua, Telegraph. The only daily in city. 
Daily average year ending Dec., 16, 4,371. 
NEW JERSEY 
Asbury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 


Camden. Daily Courier. Actual average for 
yearending December 31, 1906, 9.020. 


Elizabeth. Journal. Av. 1/904. 5,688; 1906 
6,515; 1906, 7.847; March, 1907, 8,161. 
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Jeraey City. Evening Journal. Arerage for 
1906, 28.008. First four months 1907, 24,069. 


Newark. Eve. News. Net dy. . Sor 1966, 
68.022 copies ; net dy.av. for Apr., 4907; 68,940. 


Trenton, Evening Times. Ar. 1906, 18.287; 
mos, dy. av. Apr. 30, 07, 20.621; Apr., 20, $82, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
4906. 16,251. It’s the leading paper. 

Batavia, Daily News. Average 1906, 7,227. 
Jan., 1907.7,4%74. Nothing like it elsewhere. 


Brooklyn. N. Y. Printers’ Ink says 
THE STANDARD UNLON now has the 
largest circulation in Brooklyn. <Ac- 
tual daily average. for 1906,49,289. 
Ruffalo. Courier, morn, Av./906, ge ON 
168; daily, 58.631; Enquirer, even.. 52.6835 


Ruffalo. Evening News. Daily average 1905, 
94.690; for 1906, 94,743. 


Corning, Leader, evening. Arerage 1904, 
6.255; 195, 6 ,BYS; 1906, 6,535; Feb. av., 6,820. 


Mount Vernon, Argus, evening. Actual daily 

average for 12 mos. ending Apr. 30, v7, 4,217. 
Newburgh, News, daily. Ar. 06,5,.477; 4,000 

more than all other Newburgh papers combined. 


New York City. 
Army & Navy Journal. Est.1s63. Actual weekly 
av. Sor '06.9.706 (OO). 4mos, tu Apr. 07, 9,949. 


Automobile, worniy Average for year ending 
Dec. 28, 1906, 15,212 


Baker’s Review, monthly. W. R. Gregory am 
publishers. Actual average for 1906, 5.483 


Benziger’s Magazine, the only Catholic Family 
Mu zazine pub.ished in tue United States. Guar 
anteed circulation, 65.000; rates 25c. an agate 
line. With September, 1907, issue, we guarantee 
275.000 circuiation aud rates will be 5c. an 
agate line. 


Clipper, weekly (Theatrical). Frank aaa 
Pub. Co. Ltd. Aver. for 196, 26.611100 


El Comercio, mo. Spanish export. J. Shepherd 
Clark Co. Average for /906, ) SENSO orn. 


Music Trade Review, music ie trade and art week- 
ly. Arerage Jor 196, 6.109. 


Printers’ Ink, a journal for 

advertisers, published every 

Vednesday. Established 1838. 

TEED Actual weekly average for 
7906, 11.708. 


UA 
CAN’ 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, average cir- 
culations for 1996—all to paid-in-advance sub- 
scribers. F. M. Lupton. pubiisher. 


The Tea and Coffee Trade Journal. Average 
circulation for vear ending Sept., 1906, 6.481; 
September. 1906. issue. 6.995. 

Theatre Magazire,monthly. Drama and music. 
Actual arerage for 1906, 60.00%, 

The Worid. Actual arer. for 1906, Mor::.. 218. 
664. Evening. 559.057. Sunday, 442.228 

Rocheater, Case and Comment, mo., Law 
Av. for year 1906,22.601. Guaranteed 20, v00. 


Schenectndy. Gazette, daily. A. N. Liecty. 
Actual average for 1915, 18.0538; 1906, 15.309, 


Pe ebal Seeers, Arerage circulation 
906, 18 ol. Arerage May, 71907, 
20. 113 “Sale paper in city which has 
permitted A. A. A. examination. 
Utica. National james Contractor, mo. 
Average for 1906, 2. oe 


. Press. dail ly. Otto J A. Meyer, publisher. 
PAF am ending March 31. 1907. 14.927. 
NORTH CAROLINA. 


Coneord, Twice-a- Week rae Actual aver- 
age for 1906, 2,455; 1905, 2,262. 





Raleigh. The Merchants’ Journal and Com- 
merce, a magazine for a, ,men. es 
9,063 merchants in Va., N.C., Ga., Fla. ~ 
Alia. All paid in advance. Established 1903; 
pages. Illustrated. The largest in size. aan. 
tion and advertising a. of any trade pub- 
lication in the six States. Norman it Johnson 
is editor-in-chief. 


Raleigh, Times. “North ( Carolina’s foremost 
afternoon paper. Actual daily average Jan. ist 
to Oct. ist, sy, 6,551; weeicly, $, 200. 


Winston-Salem leads all N.C. towns in manu- 
faciuring. The Twin-City Daily Sentinel leads all 
Winston-Salem papers in circulation and advg. 


NORTH DAKOTA. 


Grand Forka, Ste Ng Av. yr. 705, 7,201. 
Aver. Jor year 16, 8,1 


OHIO. 


Akron, Times, daily. Actua! eainiets Sor 
year 1906, 83,9773 April, 1907, V.605 


Ashtabula, Amerikan Sanomat. Finnish, 
Actual averuye Jor 196. 10.690, 


Cleveland, Plain Dealer. Est. 1841. Actual 
day average 1996, 32.216: Sunday, 83.869; 
May, 197, 71,386 daly; ; Sun., 90,245, 


Sapornen. Age, daily, Net average 1906, 
Zot. Verified by Asso. Amer. Advertisers, 


Coshocton, Times, daily. Actual average for 
1906, 2,128, 


Dayton, The I. L. U. Journal, mo. National 
circulation, Av for year ending April 30, 07,1 4. 
Sit os. Cc err? read by 36,500 members of 
THE I U. GRAND LODGE, the fraternal, 
Haat Mt or. pee of wage- -workers. 5e. agate 
line, flat rate 


London, Cemocrat, semi-weekly. Actual aver- 
age Jor 1/96 3,668; now guarantees 8,800, 


Newark. American Tribune leads in local 
mit clamedtion advertising. Ask tor the figures. 
March average 8,727. 


Springficld. Farm and Fireside, over 4 cen- 
tury leading Nat. agricult’! paper. Cir.435.000, 


Warren, Daily Chronicle. Actw:l arerage 
for year ending December 3/, 1906, 2,634. 


Youngstown. Vindicator. D'y, av. 06.18.740; 
Sy. 10,001; LaCoste & Mux:zell, N Y. & Chicago. 


Zanesville, Times-Recorder. Ar, 1906, 11.- 
126, Guar’d. Leadsall others combined by 50%. 


OKLAHOMA. 


Oklahoma City, The Oklahoman. £06 aver., 
13.918; May, 1907.19, 889. E. Katz. Agent. 4. Y. 


OREGON. 
Mt. Angel. St. Joseph’s-Blatt. Weekly. May 
3, 1907, 19. 158. : bad ma 


, Portland. Journal, daily. Average 7/906, 
25.578; for April, 19/7, 29.022 

The absolute correctness of the 
latest circulation rating ac- 
corded the JOURNAL jis guaran 
GUAR teed by the publishers of Rowell’s 
AN American Newspaper ene 
TEED who will pay one hundred dollars 
to the first person who success- 

fully cortroverts its accuracy. 


Portland. Pacific Northwest, mo. 1906 average 
13,750. Leading farm vaper in State, 


PENNSYLVANIA. 


. Average 1996.7.688, 


Chester, Times. ev’g a’ Ne 
7 R. Northrup, Mgr. 


N. Y. office, 220 B’way. 


Erie. Times. daily. arer. for 1906, cen 
May, 1907, 18,523. Z. Katz, Sp. Ag:, N.Y 


Harrisburg, Tel h Sworn av. May, 14,- 
454. Largest paid rowlat’ n tn H’b’g or no pay. 
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Pattedeinsta. Confectioners’ Journal. mo. 
Av, 1905, 3.470: 196, 5.514 (OO). 


Philadelptia. German Daily Gazette. Aver. 
ation. 1906, daily 52,922: Sunday, 52.486, 
sworn statement. Circulation dooks open. 


“In 
Philadelphia 
nearly © 
everybody 
reads 

The Bulletin.” 


NET PAID AVERAGE FOR MAY, 


245,835 copies a day 


THE BULLKTIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omittei. 

Wiru1aM L. MCLEAN, Publisber. 





Farm Journat, Philadelphia, 
has been awarded the (©©) by Print- 
ers’ Ink, indicating that advertisers 
value this paper more for the class 
and guality of its circulation than for 
the mere number of copies printed. 
And in addition to this, Farm Jour- 
NAL has the largest circulation of 
any agricultural paper in the world. 
The average for 1906 was 551,633 
copies each issue. 











w 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 


GUAR 
AN cn the Roll of _Honor—the 
Waa 8 most desirable distinetions for 
any newspaper. Sworn average 
circulation uf the datly Press for 
1906, 100,548; the Sunday ! ress, 137,863. 


Seranton, Truth. Swornec:rculution for 1906, 
14,126 copies daily, with a steady increase. 


West Chester. Local News, 
daily. W. H. Hodgson. sverayefor 
tase 15.297. 


Has 
and vicinity for tts field. Devo 
to home news. hense is a home 
paper. Chester County is second 
in the State in agricultural wealth. 


York. Dispatch and Daily. Average for 196, 
17,769. 


RHODE ISLAND. 
Pawtushes.] Evening Times. Aver, circulation 
Sor st 17.41 —, 


ournal. 18,051 (@O0), 


Providence. Tribune. Morning 10,34/. 
peer ly 118: Sunday. 16,220. Mosi 

fo tpt paper inthe field. Evening 
ition guaranteed by Rowell’s Am. N.D, 


Westerly,Sun. Geo. H. Utter, pub. aver. 1906, 
4.627. Largest circulation in Southern R.1. 


SOUTH CAROLINA. 


Charleston. Evening Post. Actual dy. aver- 
age for 196, 4.474. Decemoer, 196, 4,755. 


Coiumbia, State, Actual aver- 
age Jor 1906, daily (0), 11.23 
UA copies; semi-weekly, + 2.625; Sun- 
or “a! day (©O),, 1906, 12.22%. Actual 
TEED average | for jirst th ree months, 4 
E re (OO) 12.525, ‘Suaday(@O) 


a8. 


Spartanburg. Herald. Actual arerage for 
first jive months, 1907, 2.529, 


TENNESSEE. 


Chattanooga, News. Arer. 3 
me =. 31, 1906, 14.707. 
Only ttanovga r permit- 
Atal ing examination panes eer by 
AN Assoc. Am. Advertisers. Carries 
TEED =e advg. in 6 aays than morn- 
ing paper7 days. Greatest Want 

Ad medium. Guarantees largest 

tion or no pay. 


K nexville, Journal and Trib- 
une. Duily averauye year ending 
December 31, 1906.13.692. Daily 
-—. — 3 a 1906, 15.247. 

me papers - 
the South, and only paper 
Knoxville awarded the duarantee 
Star. The leader in this field 


Nashville, Banner. daily. Aver. sor vear 1906, 
$1,455: Jan. 197, 88.258: Feb. 1907, 87.271. 


TEXAS. 
EI Paso, Herald. May, ar., 7,618. More than 
both other El Paso dailies. ’ Véritied by A. ALA, 


VERMONT. 


Barre. Times. sony. F.E. Langley. Aver. 1905, 
8.527; 1906,4.113. 


Burlington, mal Press. Daily average for 
196. 8.459. La city and State circula- 
tion. Examined by Asso. of Amer. Advertisers. 


Mantesten, Argus, daily. Actual average 
Sor 1906. 8,280 copies per issu ue. 


Rutland. Herald. Average 1904, 2,527. Av- 
erage 1905, 4,286. Average 1906, 4,677. 


St. Albana, Messenger. dai daily. actual average 
Sor 1905,8,051; for 1206, 8.358 copies per issue. 


VIRGINIA. 


Danville, The Bee. Av. 196, 2.86%. May, 
1907, 2,688. Largest cir'n, Only eve’g pauper. 


Kichmond, So. Tob. and Modern Farmer, 
mo. arerage for jirst 6 mos. of 1907, 14,428. 


ky Mount. Franklin Chronicle, wy. Ar. 
roa 1,610; March, ’07, 1,920 weekly. Home print. 


WASHINGTON. 
Seattle, Post- Intelligencer (OO). 
ar., for May, 197, net—Sunday, 
41.1386: Daily, 32,015 5; week day. 
80.664, Unly Lak circulation 
in Seattle. Larg genuine and 
= 4" ctrealanion fnWashing: 
igbest ity, best service. 

ph resulis always. 


Seattle. The Daily and Sunda; 
Times led all nowies rs on the 
Pacific sew ye) yoke i : 8 Angeles 
in amount o vertisin; inted 
during 1906, leadi its Soarest 
rival by over 178,000 inches display 
and 300,000 lines of ape ga 

er tells the stor a 

Average circulation in 1906 was 42,1 dati le 
56,794 Sunday. Arera Sor January, tot 
were—Daily 44,911, Sun 1,591. You 
the best bqnaiiay ana d | uantity of c ° 





UA 
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TEED 





Pro 
sunday. 81840. (0 oo) “Beenée 9 Bulletin a 
620 Providence souraal Co., pubs 


wl = q hy when you Day space in 
es, the Be naner success 
last decade on the Pacifie Cons msieerd 





-. . 


| 40,341, 
». Most 
vening 
m. N.D, 


or. 


1906, 


R. 1. 
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Tacemn, Ledger. Arerage 1906, daily,16,059% 
Sunday 21,798. 


Tacoma, News. 
urday, 17,6190, 


WEST VIRGINIA. 


Parkersburg, Sentinel. Getty. R. E, Hornor, 
pub, Average for 196, 2,640. 


Averuye 1906,16,109; Sat- 


Reneeverte. WV. Va. News, wy. Wm. B. Blake 
& Son, pubs. aver. 1906, 2,220. 


WISCONSIN. 


Janeaville, Gazette. diy and s.-w’y. Cire’n 
ist 3 mos, 1907, duily 8.508 ; semi-weekly 2,552, 


Madison, State Journal, dy. Average 1906, 
%,602; Jan., Feb., Mar..4907, 4,884; Apr. 5.108. 


Milwaukee. The Journal, even- 
wna inde ndent. Arer 5mos 

82. May gain over1%6 

dally. rs 111. Biggest in history 

of paper. Paid city circulation 
alone greater than total i 


any other Milwaukee daily | 


or Sunday. 
Milwaukee, Evening Wisconsin, d’y, 4v. 1906, 
28.480 (©©). Carries largest amount of ad- 
vertising of any paper in Milwaukee. 


Oshkosh, Northwestern. daily. Average for 
1906, 8.099. 


Racine. Wis., Extab. 1877° 
Actual weekly arerave i. year 
ended Feb. 28, 1907, 51,126. 
Larger circulation in uae. 
sin than any other NP Om r. Adr. 
#3,50 an inch. Mfice, Tem- 
Ct. W.C. ehardson Mor. 








WYOMING. 


Cheyenne, Tribune. Actual daily average nit 
Sor 196, &, 126; semi-weekly, 3,398. 


BRITISH COLUMBIA. 


Vaneouver. Province. daily. 
1906, 10,161: May, 192, 2.228. He 1 i) cClerane, 
U.S. Repr., Chicago and New York. 


MANITOBA CAN. 


Winnipeg. Free Press, daily and weekly. Av- 
erage for 1906. daily, 84.559: daily May, 4907, 
37.121; wy. av. for mo. of Apr., 24,160, 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp’r. Av. 1906,16,177. Rates d6c. inch. 


Winnipeg. Telegram. Daily aver. March, 
24,568. Weekly av., 20,287. Flat rate, 3c. 


ONTARIO, CAN. 


Teronto. Canadian Implement and Vehicle 
Trade. monthly. Arerage Jor 196, 6.125 


Toronta, Canadian Motor, monthly. Average 
circulation for 1906, 4,540, 


Toronto, The News. Daily arerage circula- 
tion for the month of February, 1907,40,210. 
Advertising rate é6c. per inch, flat. 


— CAN. 


Montr La Presse. La Presse Pub. Co. 
Lta., po Moon Actual average 1905, daily 
96,771; 1906, 100,087; weekly, 49,992. 


Montreal, The Daily Star and 
The Family Herald and Weekly 
Star have nearly .000 eubectily. 
ers, representing 1.000,000 readers 
—one-fiftn Canada’s Lehane 
Av, cir, of the Daily S Ge 106 
60,954 es daiiy; the Weekt 
stur, 128,452 copies each issue. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading are only desired from 
papers of the requisite grade and class. 





COLORADO. 
W ANT aevertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word, 


CONNECTICUT, 
ERLDEN, Conn.. MORNING RECORD; Old es- 
q tablished tamily newspaper; covers field 
60,000 high-class pop. leading Want Ad paper. 
Classifier rate, cent a word; 7 times.5 cents a 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 


STAR LEADS IN INDIANA. 


During ewe ae the INDIANAPOLIS STAR carried 
671.87 id d advertising. 

The STAR mh k 84.90 more columns of classi- 
fied advertising than carried by its nearest com- 
petitor during the same mont 
; The — gained 308.35 columns over Apri) of 

ast year. 

The INDIANAPOLIS STAR has passed the 100,000 
circulation mark, lates, six cents per line. 








Tee EVENING and SunDay StTaR. Washi 
(© ©). carries DOUBLE the number of 
Want ioe of any other paper. Rate lc. a word. 


ILLINOIS. 
TT 2 — NEWS is Chicago’s ‘“‘Want ad” 





fh hb ane _e E publi lassified ad- 
vertising than any qener Ohlone newspaper. 


INDIANA. 
fMHE INDIANAPOLIS NEWS prints every —~J 


every week. every month and every yea 
more paid classified (want) advertisements ne 





The Lake County Times 


Hammond, Ind. 


P =o Gees tee Evening Paper. Four Edi- 
ti LJ ‘ily. 
The advertising medium par excellence of 
the Calumet Region. Read by all the pros- 
rous business men _ well-paid mechan- 
es in what acce} the 
“Logical Industrial Center of America.” 
Guaranteed circulation -over 10,000 daily. 











all the other Indianapolis papers 
total a > opel in 196 was 315,300. a 

average of 0 000 every day, which is 126,929 
more than allt the ‘Ciher' Tatianapolis papers had. 


ERRE HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 





INDIAN TERRITORY, 


RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 
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IOWA. 


‘Q.HE Des Moines CapiraL guarantees the lar- 
aoa wang ieee 





give 
turns always. ‘The rate is 1 cent a word; by che 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


HE Des Moines REGISTER AND LEADER; onl 
ornipg paper, carries more ‘“‘want” ac 
vertising than any other lowa newspaper. One 
cent a Wo! 


KANSAS, 


PPEAL TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 


MAINE, 


'P. HE Evenine Express carries more Want ads 
than all other Portiand dailies comvined. 
. 


MARYLAND. 
dle Baltimore News carries more Want Ade 
than any other Baitimore daily. It is the 
recegnized Want Ad medium or Baltimore 


MASSACHUSETTS. 

HE Boston fy voy TRANSCRIPT is the great 
resort guide for New Englanders. ‘they 
ey to find all good places listed in its adver 
g columns. 


dete tek 


i BOSTON GLOBE, daily and mer: for 
he year 1906, printed a total o: 

“want” eas. There was a gain of 1330 oe 07 

ear 1905, and was 201.569 more o “ed other 
oston paper carried for the year 1! 


ntateSohatal 


QO wee AD, 10 cents a day. DatLy ENTER- 
PRISE, Brockton, Mass. Yireulation, 10,000 


MINNESOTA. 
HE ape pate TRIBUNE is the recognized 


Want of Mi 





The Minneapolis Daily and — 
day JOURNAL carries more clas. 
sified advertising than any other 
ay newspaper. No free 
Wants and no Clairvoyant nor 
ps — A. B, medica! advertise- 
ments printed. Classified Wants 
printed in May, 187,418 _ In- 
— ipo agateline pe é 

ght cen ate line dew 4 
sertion, if cergeh. 
for less than 24 hy Stee whee ac 
com ies order the rate is lc. a 
word. No ad taken less 20c. 


HE MINNEAPOLIS TRIBUNE is 
the oldest Minneapolis daily 


CIRO’LAT’N ” 
and has over Le 000 —— 
Want advertisements every week 


at ful) price (average of two 
v day); no free ads; price 





and even- 
cents per 


ages a 
Pee Fae both ss 
te 
by Am. News- je ; 
paper DPtory ne. Daily or Sunday. 


MISSOUKI. 
fhe Joplin GLOBE carries more Want ads 
than all — ore in Southwest Missouri 
One cent a 


combined, beca' t gives results. 


word. Minimam, ian. 


MONTANA, 
Yip Anaconda a is Montana’s great 
t-Ad”” medium aword, Average 
circulation (1906), 10,778; , AY 14,007. 


NEW JERSEY. 


HE Newark EvEnNtInG News is the recognized 
Wanv-ad Medium of New Jersey. 
EWARK, N. J. E ZEITUNG (Daily and 


FRED 
4N Sunday) reaches bulk of city’s 100.000 Ger- 
mans One cent per word ; 8 cents per month. 
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ERSEY CITY EveninG JOURNAL leads all other 

Hudson County newspapers in the number 

of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 


NEW YORK. 


"\\HE EAGLE has gg rivals in Brooklyn’s 
classified busines: 


LBANY EVENING JOURNAL, Fastern N. 
best paper for Wants and classified ads. 


ee | 


AILY ARGUS. Mount Vernon. N. Y. Great- 
est Want ad medium in Westcbester County. 


Berm NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo and the 
stron —— Want Medium in the State, outside of 
New York City. 


RINTERS’ INK, published weekly. The rec- 
ognized and leading Wantad medium for 
a ad mediums. mail order articles, advertis- 
—: novelties, printing. written circulars, 
rubber stamps, office devices, adwriting, half. 
tone making, and “eyo anything whicn 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat, six words to a line, 


ATERTOWN DaILy STANDARD. (Guaran- 
teed daily average 1906, 7,000. Cent aword. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium, lc. per wora. Largest circulation. 


OKLAHOMA. 


fIVHE OKLAHOMAN, Okla. City, 19.414. Publishes 
more Wants than any 7 Ukla. competitors, 


PENNSYLVANIA. 
Chester, Pa., TIMES carries from two to 
e times more classified ads than any 
Greatest circulation. 


‘i HE 
fiv: 
other paper. 


RHODE ISLAND. 
ao EVENING BULLETIN—By far the largest cir- 
culation and the best Want medium in Rh. I. 


ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH CAROLINA. 
HE Columbia STaTE (Q©) carries 
more Want ads than any other 


South Carolina newspaper 
WASHINGTON, 
HE Post-INTELLIGENCER (©0), Seattle: 
Wash., is the official * Want - Ad” 
Northwest 
I. gen- uine want ads 
because its genuine home he gent among re- 
sponsive want ad readers brin: reatest results 
to advertisers. Favorite gui i or agents, can- 
vassers, investors and home- seekers. The most 
complete gg = “Classified” Sec- 
tion. 26 me ae rtments; 360 separate classifi- 
cations. Write for sample copy. Rates, 10c. per 
ine. 





CANADA. 
A PRESSK. Montreal. Largest daily circula- 
tion in Canada witnout exception. (Daily 
100.087. Saturdays 117,000-—sworn to.) Carries more 
want ads than avy newspaper in Montreal. 


HE DaILy TELVGRAPH, St St. John. N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
nn Canada. Want ads one cent a word. 
Minimum charge 2% cents. 


i hig Montreal DaILy STaR carries more Want 

advertisements than ail other Moncreal 
dailies combinea. The FamiLy H&RaLp AND 
WEEKLY “TAR carries more Want advertisements 
than any other weekly paper in Canada. 


HE “Winniveg FREE PRESS carries more 
“Want” advertisements than an — 
paper in Canada, and more adve: 
of this nature than are a in all the otber 
daily papers published in Western Canada com- 
bined. lates one cent nan word per day, or four 
cents per word per wee 
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lo ©) GOLD MARK PAPERS @0} 





Out ofa = total of byee publications listed in the 1906 issue of Rowell’s American Newspa- 
an 





per D: 
marks (© ©). 


d fourteen are distinguished from all the others by the so-called gold 





ALABAMA, 


Png E MOBILE REGISTER (©©). Established 
Richest section in the prosperous South. 


WASHINGTON, D. c. 


Bonaty ere yD00 in Washington subscribes to 
THE KVENING AND SUNDAY STAK. Average, 
3906, 35,577 (@@). 


ILLINOIS. 
THE INLAND PRINTER, ger (OO). Act- 
ual average circulation for 1905, 15,866. 
BAKERS’ HELPER (© ©), Chicago. only ‘Gold 
Mark” journal for bakers. Oldest, best known, 
TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results 


MAINE. 
LEWISTON EVENING JOURNAL. daily. Aver. 
for 1905, 7,598(© ©); weekly, 17,448 (© ©). 


MASSACHUSETTS. 

Boaton, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America (© ©). 

BOSTON EVENING TRANSCRIPT (@©©). estab- 
lished 1830. The only gold mark daily in Boston, 

TEXTILE WORLD RECORD (@©), Boston. The 
medium through which to reach textile mills 
using 1,885,000 horse power. 

WORCKSTER L’OPINION Belg hd + lial is 
the leading French daily of New Englan 


MINNESOTA. 


NORTHWESTERN MILLER 


Minnea: apete, Min 2 per year. Covers 
SF Qn and flo our trade | all over the - The 
only “Gold Mark” milling journa! ( 

PIONEER PRESS (@©), St. ‘i ae Most 
reliable paper in the orthwest. 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified yoy | and more total 
advertising than apy paper 11 paper in the Northwest. 


N EW You YORK. 
NEW YORK TIMES (©). Largest gold-mark 
sales in New York. . 
BUFFALO COMMERCIAL (@©). Desirable 
because it always produces roduces satisfuctory results, 


BROOKLYN EAGLE (@@) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (@©). Rochester, N. ¥. 
Best advertising medium in this section, 


ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 


ENGINEERING NEWS (@©@).—The leading pa 
per in the engineering world.—Herald, Syracuse 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 


VOGUE (@©) carried more advertising in 1906 
than any other magazine, v weekly or monthly. 

ELECTRICAT REVIEW (© ©) covers the field. 
Read und studied by thousands. Oldest, ablest 
electrical weekly. Reaches the buyers. 

NEW YORK HERALD (@6 (@@). Whoever mepn- 
tions America’s gy &, newspapers mentions 

the New York H iret. 





CENTURY MAGAZINE (© ©). There area few 
= in every community who know more 

han all the others. These people read the 
CENTURY MAGAZINE. 


STREET RAILWAY JOURNAL (©©). The 
pana — on city and interurban rail- 
circulation 8,200 weekly. 

MooRaw PUBLIS a ING COMPANY. 


HARDWARE DEALERS’ MAGAZINE. 
} = average issue, eta (QO. ) 
imen copy mailed ui uest, 
ie T. MALLETT, Pub.. 253 K Hroa way, N. Y. 


THE ENGINEERING REC RECORD (QO). The 

ssive civil engineering gooren in 

the world: Circulation averages over 14,000 per 
week. McURAW PUBLISHING COMPANY. 


NEW YORK ebb i ©). daily and Sun- 
day. Established 184 A conservative, clean 
and up-to-date nt whose readers repre- 
sent intellect and purchasing power toa hign- 
grade advertiser 


ELECTRICAL WORLD (@@). Established 1874. 
The great international weekly. Cir. audited 
verified and pernoee by ak Lage og of Amer. 
ican Advertisers. Av kly cir. durin 
was 18,827. McouRAW PUBLISHING COM ANY 

PENNSYLVANIA. 

THE_ PRESS (©©) is Philadelphia's Great 
Home Newspaper. It is on tne Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
jens most desirable distinctions for any news- 

per Sworn circulation of The Daily Press, 
tor 1906, 100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
©® DISPATCH ‘ee 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fleid. Only two-cent 
morning paper restige most 
profitable to advertise: rgest home 
delivered circulation in ‘Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL (©6O),a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 


THE STATE (©O), Columbia, 8. C. Highest 
quality, large=t circulation in South Carolina, 


VIRGINIA. 


THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER (© ©). Only 
morning paper rin Seattle. Oldestin State. The 
biggest and best. Able, alert, always ahead. 


WISCONSIN. 


THE MILWAUKEE EVENING WISCONSIN 
(@O), the only gold mark daily in Wisconsin. 


CANADA. 
THE FRE PRESS (@ ©), London, Ont. Morn- 
ing. Noon, Evening. Circulation over 18,000 daily. 


THE HALIFAX HERALD (© pooas che EVEN- 
ING MAIL. Circulation 15,558, 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 
President, ROBERT W. PALMER. 
Treasurer, GEORGE P. ROWELL. 


ta Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four — 
subscriptions, sent in at one time, will be = 
down for one year each and a larger es 
at the same rate. Five cents a copy. 
ngs TL 3 Being p Lay from : ae 
type ‘ itis always le to supply . 
nambers,it wanted in lots of f 500 or more, but 
= —_ cases the charge will be five ee 2 
undred. 


ADVERTISING RATES 

Advertisements 20 cents a line, pear! measure, 
15 lines to the inch ($3); 200 lines to the page ($40). 

For specifi wig: selected by the adver- 
tisers, if gran double price is demanded. 

On time contracts the last copy is repeated 
when new - fails to come to hand one week 
in advance of « y, of publication. 

Contracts by the month, quarter or year. may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines liest adver t taken. Six 
words make a line. 3 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
week in advance. 


OFFICE: NO. 10 SPRUCE ST. 


Telephone 4779 Beekman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 








New York, July 3, 1907. 








MAKE your advertisement stand 
out from thc page, not only me- 
chanically but in true and forth- 
right statement. 





Wuy do so many advertisers 
still use the word “preventative”’ ? 
There is no such word. “Prevent- 
ive” is what they ought to put 
in its place. 





“JosH BILLINGS” was a_ good 
auctioneer; for what he said, and 
the way he said it, encouraged 
and prompted bidders and rapidly 
sold the goods. 


THe Manchester, N. H., Mir- 
ror recently conducted an “auto- 
mobile party” of children, in- 
mates of charitable institutions. 
Three hundred children were 
made happy by the ride in auto- 
mobiles, which were loaned by 
public-spirited citizens, and upon 
their return to the homes they 
were treated to sweetmeats and 
milk. 


CERTAIN advertisements, like 
certain articles sold by the phar- 
macist, have a highly cumulative 
effect. Even repetition itself re- 
inforces anything that is well said. 








Within a_ brief 
Advertising period of time 
Piracy. four flagrant 


cases of advertising piracy have 
come to the attention of the Little 
Schoolmaster. The fraud in each 
case is clear, and the matter is 
important enough to merit atten- 
tion at the hands of advertisers, 
and more particularly of con- 
sumers. 

The most recent deception, and 
the most glaring one because it 
was perpetrated in the identical 
papers in which the original ad- 
vertisements appeared, occurred 
last week in New York City. 

After the insertion of a series 
of large advertisements costing 
thousands of dollars in five city 
dailies, a cereal company was 
robbed of the expected benefit of 
the series by a single advertise- 
ment of a competing concern, 
which contained a palpable theft 
of ideas if not otf phraseology. 
The imitation ad appeared in 
three of the five papers—the 
other two do business upon a dif- 
ferent standard of honesty, ap- 
parently, and refused to accept 
the copy. 

There is apparently no redress 
that the injured advertiser can 
obtain. The repetition of the 
piracy, and the perpetration of 
similar offenses must be prevent- 
ed by business and public senti- 
ment. There is shown by this 
act of pitacy a deplorable state of 
business honesty, both on the 
part of newspapers and advertis- 
ers. A better code of ethics is 
needed by these people, one which 
will conform to present day 
standards. A man who will steal 
another’s advertising may not be 
above cheating a customer. It is 
imposing a tax on originality to 
allow a man with a dearth of 
ideas to make unlimited use of 
the results of the brain-labor of 
his more fortunate and energetic 
brother, and then palm them off 
as conceptions of his own mind. 
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Tue front windows won’t do 
it all. The shelves, and clerks in 
the store, must generously co- 
operate. 


To ANy advertiser in search of 
a model country weekly, printed 
in unexceptional manner, PRINT- 
ERS’ INK commends the Nunda, 
N. Y., News. And if he is in 
search of another country week- 
ly to be held up as a model of 
typography, the Seneca Falls, N. 
Y., Reveille will serve his pur- 


pose. 


Washington’s Arthur G. New- 


myer, advertising 
Citizenship. manager of the 


Washington, D. C., Times, has 
compiled in pamphlet form some 
“facts and figures for the agent 
and advertiser which are both in- 
structive and interesting.” Here 
is what he says of the earning 
power of the Capital’s citizens: 
The foundation of Washington citi- 
zenship is the Government clerk. The 
National Government has on its perma- 
nent rolls in the District of Columbia 
25,810 employees, divided among the 
principal departments as follows: 
War Department 
State Department 
Navy Department 
Treasury Department 
Interior Department 
Agricultural Department 
Postoffice Department 1,5 
Dept. of Commerce and Labor...1 
Department of Justice 
Bureau of Eng. and Ptg. 
Navy Yard 
Government Printing Office 
Interstate Commerce Com. 
Civil Service Commission 
he average salary of these 25,810 


people is $1,300 a year. 

Washington has also 4,087 employees 
of its District or city government who 
are paid at substantially the same rates 
as are. the National Government em- 
ployees. 

Washington has 25,000 workmen en- 
rolled in labor unions with an average 
wage of $3:50 a day, or $1,100 a year. 

Washington has a large and increas- 
ing number of rich and_ well-to-do 
people who have come to the Capital as 
a place affording unusual attractions 
for residence. 

Another factor for the general ad- 
vertiser to consider is that Washing- 
ton attracts in the course of the year 
an enormous number of people from 
every section of the country who stay 
for periods ranging from a day to 
three months, and who carry home with 
them impressions that they have gained 
here. herefore, it is a city whose 
influence radiates all over the country. 
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On June 26, Su- 
preme Court Judge 
Injunction. Maddox poet yp 
temporary injunction against the 
American Rice Food and Manufactur- 
ing Company to restrain them “from 
using, publishing, circularizing, or ad- 
vertising, a certain symbol, device or 
trademark, consisting of the letters 
‘K.T.C.,’ used in conjunction with one 
another, either alone, or in further 
conjunction with the representation 
of a female face and the printed or 
otherwise indicated suggestion of 
winking, or any imitation or simula- 
tion thereof, or of any part thereof.” 

The defendant company was di- 
rected to show cause before the court 
on June 28 why the injunction should 
not be made permanent. 

The Toasted Cornflake Company, 
the plaintiff in the action, had adver- 
tised in large space in New York 
newspapers and on billboards for sev- 
eral days, taking as the basis for all the 
advertisements the symbol “ K. T.C.” 
(standing for Kellogg’s Toasted Corn- 
flakes) and the face of a girl in the act 
of winking. No clue was given in re- 
gard to the meaning of “K.T.C.,” but 
readers were advised to “wink at the 
grocer and see what they would get.” 
Just as the series was reaching the 
point where the secret of the wink was 
to be divulged, the defendant com- 
pany inserted an advertisement assert- 
ing that “K.T.C.,” being interpreted, 
meant “Keep To Cooks.” Cook’s 
Flaked Rice is a product of the Ameri- 
can Rice Food and Manufacturing 
Company. 

T. F. Miner, who signs one of the 
supporting affidavits of the complaint, 
is emphatic in his denunciation of the 
adaptation of the “K. T. C.” idea by 
the second company. Mr. Miner has 
been in ths advertising business for 
twenty-four years; a large part of this 
period he was with N. W. Ayer & 
Son. 


Important 


“During my entire experience,’ 
said Mr. Miner, “I have never wit- 
nessed a greater fraud perpetrated by 


one advertiser against another. This 
is really a double fraud, inasmuch as 
its effect would be to both deceive the 
public and rob the Kellogg people of 
the results of their advertising.” 

In another column of this issue 
PRINTERS’ INK has something to say 
upon the subject of honor among ad- 
vertisers, which may well be read by 
advertisers generally. 





26 PRINTERS’ INK. 


Modern Priscilla, of Boston, is 
sending out a series of advertis- 
ing letters written in the first 
person and signed “Priscilla.” 


Ad Service The — Showalter 
Advertising Pro- 
For Papers. motion _ Service, 
150 Nassau street, New York, is- 
sued once a month to one news- 
paper in a town, consists of six 
sheets of original copyright ads 
designed to build advertising pat- 
ronage for newspapers  them- 
selves. These sheets include copy 
for display ads about the virtues 
of advertising, for “streamers” 
across classified pages, and for 
promoting want ads in various 
ways. W. D. Showalter, proprie- 
tor of the service, has had anex- 
perience of nearly twenty years 
as “idea” man with papers like 
the New York Journal, World, 
Herald, the Chicago Tribune, 
News and Herald, etc. Some of 
the papers that have recently be- 
come patrons of this unique ser- 
vice are given below, and the ads 
are also placed through several 
European offices with English, 
German, French, Russian, Italian 
and Spanish papers: 
Kansas_ City Post; _ Washington 
zane; Cleveland News; Port Chester, 
‘ Item; Manitowoc, Wis., Trib- 
sie Fairbanks, Alaska, Miner; Athens, 
O., Messenger; Phoenix, Arizona, Ga- 
gette; Santa Barbara, Cal., Independ- 
ent; "Nome, Alaska, Gold Digger; Wor- 
cester Gazette; Canon City, Colo., Rec- 
ord; Henderson, Ky., Gleaner; Bridge- 
port, Conn., Post; Ogden, Utah, Jour- 
nal; Raton, N. M., Range; Lansing, 
Mich., Republican; Joplin, Mo., News- 
Herald; Watertown, N. Y., Standard; 
Des Moines, Capital; Bloomington, 
Pantagraph; Winona, Minn., Republi- 
can-Herald; Springfield, Ill., Journal; 
Redlands, Searchlight; Fort 
, Journal- Gazette; Anderson, S. 
= Mankato, Minn. ., Free Press: 
St Seen Vt., Messenger; Sherman, 
Texas, Register: San Antonio, Light ; 
Wenatchee, Wash., World; Seattle, 
Post Intelligencer; Galveston News; 
Vancouver, B. C., World; Urbana, 
Ohio, Tribune; Charleston, W. Va., 
Gazette; Gibara, Cuba, El Progress; 
Bannington, Vt., Banner; Meridian, 
Miss., Dispatch; Brandon, Man., Sun; 
Clarksville, Tenn., Leaf- Chronicle : 
Santa Cruz, Cal., Surf; The Dalles, Ore- 
on, Chronicle; Richmond, Evening 
ournal; Uniontown, Pa., Genius; 
Chickasha, Ind. Ty., Star; Superior, 
Wis., Telegram; Bismarck, N. D., Trib- 
une; Ft. William, Ont., Times-Journal; 
Valdesta, Ga., Times; Whittier, Cal., 
News; Calgary, Alberta, Herald, 


On June 22d the Des Moines 
Capital conducted an excursion of 
fifty newsboys to Lake Okoboki, 
in Northern Iowa, for a week's 
outing. The entire expense was 
defrayed by the Capital. Funds 
were raised by — subscription 
through the columns of the paper. 


Moses HarMAN, 500 Fulton 
street, Chicago, will publish this 
month the first number of the 
American Journal of Eugenics, 
to be devoted to the subject of 
race propagation and child cult- 
ure, appealing to specialists and 
educators, people actively engaged 
in reform and school work, as 
well as to parents. 


Last month the 
Ae Coleibia, S.C, 
Edition, State issued a 
“Charleston Export Edition,’ 
which contains a quantity of val- 
uable and interesting material, 
much of which is worthy of pre- 
servation. The issue was in no 
sense a “write-up” edition, but was 
put forth for the serious purpose 
of increasing the importance of 
Charleston as a commercial port. 
Incidentally it was the means of 
advertising the South in general, 
and more particularly South 
Carolina. It is worthy of note 
that the paper which must receive 
credit for the edition is not pub- 
lished at Charleston, but at Co- 
lumbia, in the interior of the 
State. The State is, however, 
pre-eminently the metropolitan 
daily of South Carolina 


APPROPRIATE COVER DESIGN. 
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PusLIsHERS in the State of 
Wisconsin have been obliged to 
discontinue the publication of ad- 
vertised cures for venereal and 
sexual diseases. — Commercial 
Union, 


THE annual convention of the 
Pacific Coast Advertising Men’s 
Association will be held in Sac- 
ramento, Cal., July 19 and _ 20. 
Portland is to send a large dele- 
gation. 


W. De F. Baker, formerly con- 
nected with the Hampton Adver- 
tising Company, has been appoint- 
ed assistant advertising manager 
of the Columbia Phonograph 
Company. 

Tue J. K. Gill Company, of 
Portland, Oregon, have recently 
issued a new series of Northwest 
Souvenir Cards which set forth 
many features of the development 
of that part of the country. 


Tue Washington Star has ex- 
tended an invitation to its friends 
who intend to visit the James- 
town Exposition to make the 
Star office their headquarters 
during their stay at the Capital. 


adelphia, has been purchased by 
The Cutler-Hammer Mfg. Co., of 
Milwaukee, makers of motor- 
driven printing-press controllers 
and other electric controlling ap- 
paratus. The advertising of Wirt 
type apparatus will be merged 
with that of The Cutler-Hammer 
Mfg. Co. 

Tue Advertisers’ Club of Cin- 
cinnati officially welcomed W. H. 
Aubuchon, president of the Asso-« 
ciated Advertisers’ Club, June 7th, 
and entertained him at luncheon 
at the Business Men’s Club. Mr. 
Aubuchon outlined the plans and 
purposes of the National organ- 
ization, which is to meet in Cin- 
cinnati August 26 to 30. A Na- 
tional advertising law is to be dis- 
cussed as the remedy needed to 
close the gates on harmful and 
strengthen legitimate advertising. 
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If your printing matter simnly 
exploits your goods it must do so 
in a manner which will make the 
goods more attractive than those 
of your competitor, otherwise it 
cannot be more than partially 
successful, 


If your printing matter aims 
to be useful to those who receive 
it, so that they may turn to it for 
information just as they do to 
any other book of reference, it 
must be so arranged as to becon- 
venient and easily consulted as 
well as attractive—that is to say 
everything must be in its place 
and easy to find. 


If your printed matter shows 
your goods, it should show them 
as they are. If it describes them, 
it should describe them as they 
are. If it presents arguments in 
their favor, those arguments must 
be presented in the strongest pos- 
sible way consistent with good 
taste. 


These are only a few of the 
requirements of effective printed 


matter. On nearly every street 
there is a printer who can do the 
mechanical work fairly well, but 
it is rare indeed to find facilities 
for producing perfect printing 
combined with the ability and ex- 
perience which are necessary in 
order to make a book or other 
printed thing really attractive, 
truly well balanced and harmon- 
ious, and up to the highest stand- 
ards of salesmanship. 


Such is the class of service we 
offer the manufacturer who real- 
izes the possibilities of the print- 
ed word as a salesman. 


THE ETHRIDGE COMPANY, 
41 Union Square, N. Y. 
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THe English House of Com- 
mons has just passed a bill “to 
prohibit the disfigurement of nat- 
ural scenery by glaring advertise- 
ments. 


Corday & Gross 
xcellent < : 
2 inti “Anti-Waste Bas- 

ating. ket Printers,” of 
Cleveland, have bound together 
half a hundred samples of cata- 
logue and booklet pages, which 
offer a strong argument for the 
best in printing, designing, illus- 
trating and engraving. The in- 
troductory portion of the book 
contains the following: 

A review of these examples must 
tend to convince you of an important 
truth—if you do not already accept it 
—managers of great industries are 
seeking in every possible direction to 
economize. As an important economy, 
these same wise managers are better- 
ing their chief aid to sales depart- 
ments, their catalogues, by expending 
more money on their make-up. Better- 
ing them and gaining in economy, 
Mark the words. 

The making of ge ge and book- 
lets at their best, in this day, requires 
well-trained forces wholly aside from 
those applied to typesetting, press- 
work and _ binding. And catalogue 
makers or specialists, are the most 
successful when they have these divers 
trained forces under the immediate 
personal lead of one commanding and 
guiding head. In fine, a complete 
catalogue- and _ booklet-making plant 
like this, is capable and competent to 
undertake an direct the writing, 
planning, illustrating and engraving, 
in addition to the succeeding stages 
of bookmaking. 


AGAINST 


SUBSTITUTION. 


Leading daily ne newspapers all 
over the United States have been 
devoting considerable attention to 


the “Family Income,” a brochure 
dealing with substitution, written 
by W. H. Black, the advertising 
manager of the Butterick publi- 
cations. 

Columns of editorial comment 
and pages of reproductions from 
this book have brought the sub- 
ject of substitution before the 
minds of both advertisers and 
consumers in a most forcible, and 
uncompromising way. 

The New Haven 
treats the “Family Income” 
torially as follows: 

“When a customer asks in a store 
for a well known and standard ar- 
ticle, and the merchant answers evas- 


ively, “Here is something just as 
good,” it may be harsh to call his 


Register 
edi- 
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action a crime, but that is where it 
must be classified on analysis. For 
he is guilty of attempt at substitution, 
and substitution is almost invariably 
fraud. 

“W. H. Black, advertising manager 
of the Delineator, a man of wide ex- 
perience and deep thought on this sub- 
ject, has become so convinced of the 
enormity of this crime, and the in- 
justice it does to both manufacturer 
and consumer, that he has written a 
little pamphlet, “The Family Income,” 
which sets forth the truth of the mat- 
ter clearly, and in such a way as it 
would benefit every user of goods to 
understand. Many persons persuade 
themselves that supposed standard of 
quality are more or less fictitious, and 
that the superiority of one article over 
another consists chiefly in its wider 
advertising. They also believe that 
they are forced to pay more for widely 
advertised goods to help the advertiser 
pay his publicity bills. Both beliefs 
are entirely erroneous. 

“The  cleverest advertising 
known never succeeded in_ selling 
goods in any large quantity unless 
those goods were honest and meritor- 
ious. The reason why certain articles 
are known from sea to sea, why they 
are sold in million quantities, is that 
they are the best of their kind. The 
merit was there at the start, and ad- 
vertising made that merit known. 
Moreover, because liberal advertising 
has made tremendous sales, _ those 
sales pay the cost of the advertising, 
and the consumer, instead of paying 
more for the standard article, really 
gets more for his money than _ the 
manufacturer of a less advertised and 
less widely sold article could afford to 
give him. 

“In short the goods which stand on 
a foundation of wide and costly ad- 
vertising are goods which have merit 
—standard goods. In choosing things 
to eat and drink and wear the public 
is guided, and rightly guided, by = 
advertising of the day. Publicity 
the key to standard. Those ectatles 
whose names have become household 
words have reached their eminence by 
the merit path. Therefore the person 
who goes into a store and asks for a 
certain brand of goods has a right to 
get what he asks for. If the mer- 
chant attempts to substitute something 
else, he does so because there is more 
profit for him in that something else. 
There is more profit in it because it 
is cheaper, and if it is cheaper that is 
an indication of adulteration or shoddy 
manufacture. The very attempt at 
substitution is a sure warning that the 
goods offered is something the cus- 
tomer doesn’t want. 

“The crime of substitution does not 
all rest on the dealer, to be sure, but 
the dealer is the one who, in the su 
stitution act, comes in contact with 
the public, He is looking after his 
own profit, it may be, but he is short 
sighted. For the public is not long 
to be fooled, and if the dealer per- 
sists too much in the substitution ef- 
fort, he will find people shunning his 
store and his pot altogether. This 
is an age in which people know what 
they ask for.” 


ever 
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F. E. Youne & Company, Chi- 
cago, is advertising through the 
Fuller Agency of that city. 


“CRAVENETTE” two-time orders 
are going out through the Samuel 
Knopf Agency, New York, to 
daily papers. 


Tue Tobey Agency is sending 
out copy for the Security Land 
Company, Waterloo, Iowa, to 
daily papers. 


THE advertising of the Con- 
sumers’ Coffee Company, New 
Orleans, is going out to daily pa- 
pers through Rooney & Crosby. 


Tue George B. Van Cleve 
Agency is sending out copy to 
daily papers for Harriet Meta, 
beauty specialist, Syracuse, New 
York, 


Tue Ben B. Hampton Agency 
is placing the advertising for 
*Pepsicola,” Newbern, N. C.,, 
with daily papers in southern 
States. 


THE Royal Motor Car Com- 
pany, Chicago, is placing adver- 
tising with daily papers through 
the Cochrane Advertising Agency, 
Chicago. 


Tue Dupell Advertising Agen- 
cy is asking rates from mail- 
order publications and magazines 
for Dr. Charles’ Flesh Food, 
New York City. 


Copy is going out through E. 
F. Draper for American Per- 
forated Music Company, New 
York City, to magazines, and The 
De Meridor Company’s greaseless 
cold cream, Scranton, Pa., to 
magazines and women’s publica- 
tions. 


Tue Frank Kiernan Agency is 
placing advertising for New York 
& Lindenhurst Estates Company, 
Wrestler Egyptian Cigarettes, 
John S. Hopkins Company, yacht 
supplies, and the Chelsea Ex- 
change Bank, all with daily pa- 
pers, and Emergency Medical 
Case Company with magazines, 
all New York City firms. 


Tue Frank Presbrey Agency is 
sending out renewal copy on Nat- 
ural Food Company products. 


E. F. Draper is making 1,000 
inch contracts with the principal 
dailies in different sections of the 
United States for the Morgan 
Drug Company, Brooklyn, to ad- 
vertise their “Palmer’s Success 
Remedies.” 


Dr. BroMtey & Company, New 
York City, have increased their 
advertising appropriation $10,000 
over last year’s amount, and copy 
is going out to mail- order month- 
lies and agricultural papers 
through Rudolph Guenther. 


W. F. Hamesiin & ComMPaANy 
have secured the magazine adver- 
tising of Radcliffe & Company, 
New York City, playing cards and 
bridge whist outfits, and are plac- 
ing copy for M. C. B. Hart, mail 
order, St. Louis, with New Eng- 
land and eastern New York 
weeklies—about one hundred pa- 
pers in all, 


RupotPH GUENTHER is placing 
the advertising of Heinzelman & 
Company, Mexico City, patents, 
with magazines; Hotel Gallatin, 
New York City, with dailies; 
Evenden & Company, Buffalo, 
New York, wholesale whiskey 
dealers, with mail-order weeklies, 
and George S. Vashon, Washing- 
ton, D. C., patents, with Sunday 
papers. 


W. F. Hamsiin & CoMPANY 
are placing advertising for the 
Continental Audit Company, with 
magazines and class publications ; 
“Pouyat” China, with magazines ; 
Empire Fibre Company, financial, 
with dailies, magazines and class 
publications. in twenty-five large 
cities; Mutual Life Insurance 
Company, series of agency pro- 
position ads with New York 
State daily and weekly papers; 
Fashion Publicity Company, glace 
kid leather, with -women’s publi- 
cations, newspapers in large cities 
and theater programmes in eight 
important cities, All of the above 
are New York City houses, 
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Coxey’s is the name of a small 
monthly published by Chas. T. 
Gallop & Co., Maywood, II!., con- 
taining the verse, stories and 
opinions of one man—Willard D. 
Coxey, who is chief press repre- 
sentative of the Barnum & Bailey 
circus. Mr. Coxey is not only a 
poet, the author of several books 
of verse, but also a_ publisher, 
owning the Weekly Herald-Re- 
corder, issued at ~ Maywood, 
which is a suburb of Chicago. 


THE Smith Premier Typewriter 
Company is displaying a very ani- 
mated ad in one of its Broadway 
stores, in New York. A shallow 
glass-case is filled with honey- 
combs, the upper row of combs 
containing honey. A swarm of 
bees continually crawl around on 
the inside of the case carrying 
honey to empty combs; the bees 
are busy all the time, and a sign 
placed under the case informs the 
public that the company is just as 
busy selling typewriters as the 
bees are making honey. 


TWO ere 


A correspondent of PRINTERS’ 
Ink has sent us clippings of the 
two advertisements that appear 
below, with his personal observa- 
tion upon them. He believes the 


| 











Arbuckle Coffee ad to be “ a little 
too fierce,” and adds, “besides, 
being angry is not consistent with 
the idea that one will have cooler 
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nerves if he drinks Arbuckle’s 
Coffee.” 

The National Biscuit Com- 
pany’s copy comes in for the 


critic’s commendation. The Little 


ITOLD YOu 
TO BRING 





<5 ARIOSA. comes in 
one pound packages 
"only, sealed for your 
rotection to insure your 
getting the genuine old- 
fashioned Arbuckles’ 
ARIOSA Coffee everytime. 
Be real angry if they send you 
a substitute, which is not as good 
and may in time ruin your 


digestion and nerves. 
Complies with all requirements of the wake 


je 
e 


Food,Law. Guasantee No. 2041, filed at Wasbi 





Schoolmaster agrees with him 
that this advertisement will be 
more effectual in combating sub- 
stitution than the Arbuckle at- 
tempt. 


THe Atlanta Georgian and 
News has sent out a quantity of 
“Souvenir Albums” of the city, 
prepared by the Atlanta Chamber 
of Commerce for distribution at 
the Jamestown Exposition. The 
excellent half-tones in the booklet 
convey a good idea of the city’s 
resources and possibilities. 
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PRoMPTNESS of service, and 
punctuality in all things, are 
pretty good helps in selling what 
is advertised. 


Tue following sign, not long 
since, did duty for a hat storeon 
upper Broadway: 


“Dust and dirt removed from your 
hat while you wait, and restored to 
their original color.” 
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THE initial number of a weekly 
publication is to make its ap- 
pearance early in August and 
will be devoted to the interests 
of market gardeners, truckers and 
growers of small fruits, etc. It 
will be published by the Market 
Growers’ Journal Company, 
Louisville, Kentucky. The pub- 
lishers claim the first edition will 
exceed 25,000 copies. 











This eight-sheet poster is now appearing on 2,000 stands in Philadelphia and vicinity and 


nearby seashore resorts. 


Gustav Mayer, president of the Gazette Publishing Co., was instru- 
mental in having $5,000 appropriated for this purpose. 


The Publicity Department of the 


German Daily Gazette is in charge of Howard C. Story, who claims that the Gazette stands 
second: in classified advertising in Philadelphia among the English daily newspapers, and first 
among the German papers of the United States in general or foreign advertising. 
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WHAT IS GOOD COPY? 


If Gellett Burgess had been 
familiar with the advertising field 
he would have featured high up 
among his classical bromides, that 
meaningless gem, “Good copy is 
copy that sells goods.” 

Who is responsible for the birth 
of this delphic saying? I do not 
know. But, if he could be found 
and given over to a blood-thirsty 
committee of undesirable citizens, 
it would be a great victory for 
the significance of language. As 
it is, the wielders of this hollow 
club seem to possess the field. My 
sleeve is plucked at every street 
corner by some advertising ex- 
pert, who demands of me as a 
countersign, “What is good 
copy?” Not knowing, I do not 
pretend to say. Whereupon he, 
with tremendous satisfaction, an- 
swers his own question with the 
definition quoted above, and pre- 
tends to think that the informa- 
tion is worth the best cigar in the 
nearest store. 

The objections to this current 


definition are twofold. In_ the 
first place it is a definition which 


does not define. It tells what 
good copy docs, not what it ts. 
A true definition must tell the 
nature of the thing defined—what 
it consists of. It must so describe 
the object of our concern that we 
may know it when we meet it on 
the street. “Good copy is copy 
that sells goods,” tells nothing of 
the sort. It merely tells the re- 
sult of good copy, which is a quite 
different thing. It would be just 
as reasonable to define a good 
painting as, “A painting which 
gives esthetic pleasure,” whereas 
a true definition of good painting 
would deal with drawing, compo- 
sition, coloring and so on. 

In practice, if we need any defi- 
nition of good copy (personally 
I:do not think that we do), it 
must be one which can be con- 
sidered apart from the results 
produced. When copy has either 
succeeded or failed, no one will 
be asking whether it is good or 
not. 

In the clearest sunlight, ante- 
cedent to its use, “good copy” 


is very often not synonymous 
with “copy that sells goods.” 
Often “good copy” does not sell 
goods. More often “poor copy” 
does sell goods. According to 
the definition, we might reason- 
ably expect that the success or 
failure of copy would be in direct 
ratio with its goodnesss or bad- 
ness. Will anyone step up to the 
bar and maintain this, laying his 
hand upon his heart? Pish! 
Tush! Poppycock! 

Solomon, who was a pretty 
good advertising man, once re- 
marked, “The race is not to the 
swift, nor the battle to the strong, 
neither yet bread to the wise, . . 
but time and chance happeneth to 
them all.” So it is that time, 
chance and unfathomable depths 
of human psychology, both indi- 
vidual and collective, make the 
fate of any advertisement to an 
extent uncertain. 

An eminent lawyer once said 
to me, ‘‘No case, however simple 
or one-sided, is certain until the 
judge has handed down the ver- 
dict.” 

There are too many other 
things entering into the fate of 
an advertisement to let “good 
copy” itself spell “sales.” The 
copy, for instance, may be per- 
fect and the medium unsuitable. 
The copy may be perfect and 
the thing advertised may not 
make good. You may write 
a masterpiece to-day offering 
summer underwear at a discount, 
and a killing frost may descend 
to-night, withering alike the need 
for light underwear and your own 
sales, but not at all affecting the 
fact that your copy was good, 

On the other side of the medal, 
there is another picture,—cases in 
which copy so stupendously bad 
that it is magnificent has brought 
excellent results. We sometimes 
hear of copy so bad that it is 
good. This may be true as re- 
gards results, but inasmuch as it 
does not result from _ intention, 
the truth has no practical appli- 
cation. 

What is good copy? It would 
be just as simple and just as 
profitable to ask, ‘““What is a good 
man?” BRADLEY WELCH. 
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NO FREE READERS HERE. 
Rocuester, N. Y., June 17, 1907. 
PRINTERS’ INK, 10 Spruce _ Street, 

New York, N. Y.: 

GENTLEMEN—We have read with in- 
terest your paragraph in the last issue 
of Printers’ Ink “How to Succeed.” 

It may interest you, as well as many 
of your readers among the publishers, 
to know that we have a regular printed 
reply form, a copy of which we en- 
close, by which all requests for com- 
plimentary readers are refused. If 
good policy suggests ‘‘no” as an_an- 
swer to a request, the Evening Times 
believes that good reasons should al- 
ways back up a refusal, and we think 
that this printed form covers the 
ground, as applied to complimentary 
readers. Very truly yours, 

Tue Eventnc Times ComMPAny, 

J. E. Morey, Treasurer. 


(Form of Blank) 
Tue “EveNING TIMES.” 
Mocwesres,. N. Yep. osc cviccsse 
We have yours of the ........, ask- 
ing for complimentary insertion of 
reading notice for re. ” 
and in reply permit us to say that in 
order to treat all of our advertising 
patrons with uniform fairness, we do 
not grant complimentary reading notices 
or complimentary space. We like to be 
obliging at all times, but experience has 
taught us that granting complimentary 
notices or space to one or more adver- 
tisers and not granting them to others, 
even though in the latter case no re- 


quest may have been received, leads to 
dissatisfaction and lays us open to the 
charge of favoritism. 

For these reasons, much as we would 
like to oblige you, we cannot comply 


with your request. Very truly yours, 
Tue Eventinc Times CoMPANY, 
J. E. Morey, Pres. and Treas. 
—+or—_—_ 
ARE THERE OTHERS? 
St. Louis, June 5, 1907. 
Editor of Printers’ INK: 

In your issue of May z2oth appearsa 
paragraph as follows: 

“While many of the magazines and 
newspapers now pay advertising agents 
fifteen per cent commission, it is stated 
by an authority who claims he knows, 
that the Ayer Agency, Philadelphia, 
and Hampton Agency, New York, are 
almost alone in charging their clients 
fifteen per cent for service. Most 
other agents charge ten, he says.” 

We had occasion recently to make a 
statement to the American Newspaper 
Publishers’ Association in regard to 
our method of doing business. . After 
examining the books we are able to 
show that we had 150 accounts on our 
books, and out of the 150 there are 
only five accounts where any sort of 
deviation whatever was made from 
publishers’ rates, 

I do not believe that any agency 
mentioned in your item, or any others, 
can make a tter showing, and _ per- 
haps not so good. 

Sincerely yours, 
Tue Lesan-Goutp ComPANyY. 
H. E, Lesan, President. 
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ENGLISH HAT-BANDS. 
64, 65, 66 & 67 Tottenham Court Road, 
Lonpon, W., June 11, 1907. 
Editor of Printers’ INK: 

Please allow me to call attention to 
a little statement of a misleading nat- 
ure in the “Listen to the Hat-Band” 
article, in your issue No. 8, Vol. LIX. 
The fancy hat-bands alluded to and 
described as having hooks to make them 
adjustable have been in use in this 
country for some years to my knowl- 
edge. I bought one six or seven years 
ago, and have it now on an old hat 
somewhere, and I have seen _ several 
others. Whether or not it is a Wick 
band I cannot say, still the band is not 
a novelty, and seemingly never grew 
very popular here because—well, be- 
cause it was not advertised or pushed. 

Yours faithfully, 
Catessy & Sons, 
J. R. A., Adv. Mer. 


—— +), 


FEATURES ODD GOODS. 


I single out odd things in my stock 
which are not usually advertised in 
local papers. I ask the manufacturers 
to give or loan me cuts of these goods 
and in this way bring before the read- 
ing public, whose patronage I am after, 
a series of little odd things which they 
hardly knew I carried. My main ob- 
ject was not so much to sell them these 
little inexpensive items as it was to at- 
tract attention to my space. I will 
enumerate a few of these items, viz.: 
wrist band supporters, nail clipper, 
gold paint, foot powder, fly paper, 
dancing floor wax, slug shot, vanilla 
bean, dog soap, playing cards, eye 
shields, castile soap, water wings, flow- 
er seeds, Easter dyes, etc. For adver- 
tising my own preparations I have used 
cuts almost entirely, aiming to have 
illustrations different from others. I 
buy various cut catalogues, a number 
of which are put out at a certain price, 
but they consist of exclusive designs, and 
exclusive designs cost money, but the 
price of an exclusive cut should not 
deter youu—W. F. Jungkunz, Druggist, 
Freeport, Ill., in Western Druggist. 


——(o>———— 


A RURAL SIGN THAT CAUSES CONSIDER- 
ABLE ATTENTION. 





PRINTERS’ INK. 








Are you Satisfied with your Printer? Does 
he give you good work, prompt service and 
keep his promises? Do you pay your bills? 
If you do the latter, we'll do the rest 








Our new plant is probably the handsomest 
and best equipped in New York City for 
periodical and catalogue work—80,000 
square feet, with the latest and best machin- 
ery and competent people to run it 








Write—or, better still, come and see our place 


WILLIAM GREEN 


Oftice: Works: 
625 to G41 West 43d Street 
627 West 43d Street 624 to 632 West 44th Street 














FOR PREMIUMS USE 


GENUINE 


te ROGERS & BRO. Ad. 


(TRADE MARK) 


SPOONS, FORHS, HNIVES, ETC. 





The “Star” brand is one of the best known in the market, established more than fifty 

years. Ask for ‘Proposition A.’’ Every article bearing the above trade mark is 

made and guaranteed by 

ROGERS @ BROTHER, Waterbury, Conn. 
INTERNATIONAL SILVER CO., Successor, 
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SUMMER DULNESS 


PRINTERS INK is of the opinion that every 
advertiser does not spend all of July and August 
in the mountains or at the sea-shore or in Europe, 
preparatory to the Autumn campaign. The Little 
Schoolmaster believes that a few of them intend to 
devote part of the Summer season, at least, to laying 
plans which will put some vim, instil some life into 
this Autumn campaign, once it begins. 











Only a few of us can afford to stay away from 
work a// Summer. 


This belief of PRINTERS’ INK in the willingness 
and need of advertisers to make plans and select 
mediums in the Summer-time is so strong, that the 
publishers have decided to take this very occasion 
to reach out after new subscribers among advertising 
men who do not get the paper at present. A list of 
16,000 names of advertisers has been secured from 
the Chicago Daly News, and will be used for the pur- 
pose. These are live advertisers, and ought to be 
subscribers for PRINTERS’ INK. The campaign will 
extend over eight weeks, beginning with the issue of 
July 17, the forms of which close July 10. During 
these eight weeks 2,000 additional copies will be 
mailed each week. A letter will also be sent to 
each person on the list, in order to secure a sub- 
scription from him. 








PRINTERS INK _ is going 
to combat the 
“Summer Dulness Evil.”’ 
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AutumnBusiness 


A manufacturer of slate roofs recently sold a large 
order to a leading University as a result of advertising 
which appeared last November. 








Periodicals which circulate among the retailers of 
the wearing-apparel trades are now running advertise- 
ments of next Winter’s fashions, and maybe the fashions 
of next Spring as well. 


There is a printing-press manufacturer in New 
York who used space in a trade paper for a whole year 
because he wanted to gain the attention of a single 
publisher who would not give him a personal inter- 
view. And at the end of the year he landed his man. 


Why should you, Mr. Publisher, take a vacation 
all Summer long and then expect in the Autumn to 
gather in all the business? Advertising takes time to 
sink in; and during the next ten weeks important 
decisions will be reached by advertisers regarding 
mediums. 


Summer is a dull season, in the sense that new 
contracts are not placed in large number; it is not dull 
for the advertiser, and it should zot be dull for the 
publisher who is looking forward to September and 
October. 


The eight issues of Printers’ INK mentioned on 
the previous page furnish an excellent cpportunity to 
talk to 16,000 advertisers in addition to regular readers 
of the paper. 


No advance in rates. Classified advertising, 20 
cents a line per insertion. Display, $3 an inch, $10 a 
quarter page, $20 a half page, $40 a page. For the 
eight insertions, multiply these prices by eight. 








PRINTERS’ INK, 


10 Spruce St., New York. 











PRINTERS’ INK. 


MC CLURE’'S 
MAGAZINE 
THE MARKETPLACE 
QOE\ THR” WORLD 


Vacations sug- 

gest themselves, 
but the place, the route 
and the necessary equip- 
ment is most forcefully 
and most invitingly sug- 
gested by advertising in 
‘‘The Marketplace of the 
World.” 


CURTIS P. BRADY, Ad. Megr., 
44 East 23d St., New York. 
FREDERICK C. LITTLE, ( Western Representatives, 
FREDERICK E. M. COLE, ) Marquette Bidg-, Chicago 
EGERTON CHICHESTER, New England Rep., 


Penn Mutual Bldg., 
Boston. 
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BY 4 GEORGE ETHRIDGE,. 


COMMERCIAL ART CRITICISM 


; READERS OF FRINTERS: INK WILL RECEIVE. FREE OF CHARGE: 
CAITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 






41 UNION SQUARE, N.Y. 












This _ advertisement of the 
Monon Route is supposed to tell 
us the best way to get to Chicago 
and other places, but from the 
appearance of the advertisement, 
it would be a surprise to the 
traveler if he ever really arrived 
anywhere on a railroad so ad- 
vertised. The advertisement it- 
self does not begin anywhere or 
end anywhere—it neither starts 
nor arrives. It would be inter- 
esting to know just what copy of 
this kind is supposed to do. It 


TRE BEST LINE 











No. 1. 





certainly cannot be considered at- 
tractive or convincing. It cer- 
tainly cannot be expected to sell 
railroad tickets or even excite a 
mild degree of interest. It con- 
veys absolutely no _ impression 
that could be of any use to a 
railroad and its only aim seems 
to be to eat up space.. The space 
might be better occupied by an 
advertisement after the clear and 
simple style of No. 2. 
* * * 


The medical journals seem to 


be suffering from an epidemic of 
hand. made _advertisements—the 
kind that look as if they were 














No.2. 


whittled out with a knife. The 
Planten advertisement herewith 
produced is a good example of 
this class of publicity. It is a 

















queer looking thing, difficult to 
read and possessing neither orig- 
inality nor attractiveness. Phy- 
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sicians set so much store on 
ethical considerations that they 
cannot stand _ sensationalism in 


advertising and even frown upon 
the unusual. Is it possible that 
this kind of advertising appeals 
to them as a class? 

* * * 

If there is no way in which to 
illustrate an ad so as to make it 
more attractive and increase its 
selling power it is better not to 
illustrate it at all. The McClurg 
book advertisement shown here 
may be one of that class or may 
not, but the design which forms 
a part of it might far better be 
left out. It looks as if it were 


Technic al 








pecaenly bis fe me 0 on 
jentior 
Hie pai send for 


New Classified Catalogue 
of Technical - a 


4 SPEC Ee BeienR 


1 lag on enehiy Bal Ballaring with 
special list of new-' books of th 
find —_ also be of great val 


oc. 
2 es sent to year de 
divas re carr: TY alt tim a large and 
carefully assorted ze ‘amorted stock of 
on pistes, Reo 
tricity, 
and all scientific eu 


A.C. MeClure & Co. 


215-221 Wabash Ave. 

















meant to be something or to 
mean something, but it would 
take an extremely clever person 
to figure out just what it is. The 
heading “Technical Books” would 
stand out strong and attract at- 
tention if it were not for the 
curious contrivance on which it 
rests, and the elimination of the 
design would give plenty of room 
to properly display the reading 
matter. Just throwing a cut in 
for the sake of putting something 
into an advertisement besides 
words is a bad practice. 
* * * 
Here is another medical adver- 
tisement from the same publica- 
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tion which indicates a desire to 
get away from the usual style of 
medical journal advertising. Such 
an attempt is praiseworthy but 
the result is not entirely to be 
commended. This is a case of 
too much design for the space— 
too many curves and curlicues. 
Too much design is perhaps 
worse than too little, for it con- 
fuses the eye and draws the at- 
tention away from the article ad- 
vertised and the claims which are 
made for it. Half as much illus- 
tration would have been sufficient 





ferable 
other mercurial preparations 


ir 
IN THE TREATMENT OF SYPHILIS 
since it produces no intolerance whether 
1/324 





grain in each) or in datra- muscular injections. 
This is the “specific bip-iodized oil” of 
Fournier, Panas and other French specialists. 
a original bottics of 50 capsales and 1 ox. for injection 








advertisement of this 
nature. This is equally true of 
all classes of advertising with 
the exception of those where the 
picture can be made to tell the 
story. In that case it is permis- 
sible to use an advertisement 
which is practically all picture, 
for the reason that the illustra- 
tion presents a stronger, clearer 
and more graphic impression on 
the mind than words. Few ar- 
ticles, though, are of such a 
nature that a picture will ade- 
quately describe their merits. 
a 


MADE AN AD OF IT. 


When the Paris cab-drivers attempt- 
ed to make it impossible for half a 
dozen women to earn a living driving 
cabs in the city, the chivalrous French- 
men went out of their way to hire the 
women drivers. They were readily dis- 
tinguished at a distance by their uni- 
form of a low-crowned hat and a flow- 
ing cape. The women are doing a 
good business—so good, in fact, that 
certain men drivers who lost their 
trade have resorted to the trick of 
adopting the women’s cape and low 
hat. The passenger who hails them 
does not discover. the masquerade of 
the driver till it is too late to send the 
man away without being laughed at by 
the people on the  street.—Youth’s 
Companion. 


for an 
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SIZING UP A TOWN. 

If you were going to investigate a 
location, wouldn’t your first step be 
to send for copies of the local papers 
and study their advertisements? In 
no other way could you put your 
finger so quickly and surely on the 
pulse of trade. You could tell much 
more easily than by walking through 
the streets whether it was a live town 
or a dead one, and just what forms 
of business were most active. 

And if you judge another town _in 
this way—how about your own?— 
Fame. 








Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (299 tines) 
Sor each insertion, $10.40 a line per year. 
per cent discount may be deducted Upavment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly in Ifa d position is 
demanded foran advertisement, and granted, 
double price will be charged. 


WANTS. 


piauerearep FARM SERVICE for dailies. 
Page mats or any way to suit. ASSOCI ATED 
FARM CRESS. 112 Dearborn St., Chicago. 


lee circulation of the New York World, 

morning edition, exceeds that of any other 
morning Dem enenes in America by more than 
100.000 copies per day 


ANAGER-—All-round newspaper man desires 
‘ position as business manager or managing 
editors married; no bad habits; hustler. *C.C.,” 
care Printers’ Ink. 


UPERINTENDENT—Man of strong executive 

ability who can get results out of force of 

men. No “has been” considered. Write. HAP- 
GOODS, 305 Broadway, N. Y, 


OSITION desired by a woman ad-writer in 
or near New York City. nner; intelli- 
gent and capable; Bioderate salary. “ MISS “3 
387 Adelphi St., Brooklyn, N 


A°sn WANTED to sell our Stylographic and 

Fountain Pens. Write for Catalogue and 
Agents’ discount J. ULLRICH & CO., Mfrs., 
Dept. 16, 27 Thames St. New York. N. Y. 


MN\HE TRIBUNE Galveston, ‘'exas, has an open- 

ing for another advertising man. Must be 
sober, not afraid of work, and a man who can 
prepare good copy. Salary dependable entirely 
upon service rendered. Permanent position to 
the right man, 


RACTICAL NEWSPAPER MEN WANTED to 
fill desirable forma now open. We can 
give every Sepage man the & portunity for 
advancement. Send fre klet No. 7, 
FERNALD’S HeWaPaPER MEN'S EXCHANGE, 
Springfield, Mass. 


6 ADVERTISERS’ MAGAZINE” —Tae | West- 
ERN MONTHLY should be read by every 
advertiser and mail-order dealer. Best ‘School 
rad i in existence. Trial subscription 
ents. Sample copy free. THE WESTERN 
MONTHLY, 815 Grand Ave., Kansas City, Mo. 


AD Neorion=- MANAGER SEEKS NEW CON- 

Am twenty-eight; married: 

ber. Seven years’ experience in Chicago and 

cmalior cities. ow how to create new business 

and retain old. Thoroughly capable of looking 

after foreign business too. Will connect with 
live = ay Central West. 

“PRACTICAL,” 
Care The emeaty. 
‘ine: 





D 
nati, lito. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
aud ad managers should use the ciassified cv!- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce Str., 
New York. ‘Such advertisements will be inserted 
at 20 cents per line. six wordsto the line. (’RINT- 
kre’ INK ts the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any otuer publication in tue United States, 


EW YORK ADVERTISING CORPORATION 
pS wants young man of ability as copy writer 
and estimate man. Must have some experience 
and invest $200 in stock of company. Salary $15 
weekly until ability is proven. Excellent oppor- 
wunity for a bright chap of limited ex arience. 
Address with full > el ‘ADMAN 
Box 146, Brooklyn, 


VW ASEED Clerks and others with common 
school educations only, who wish to qual- 
ity for reaay positions at a week and over. Lo 
write for free copy of my new prospectus ana 
endorsements from leading concerns every- 
where, One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes bis suc- 
cess within a few months to my teachings. De- 
mana soon supply 
GEORGE H. OWELL Advertising and Ruat- 
ness Expert. 471 Metropolitan Annex, New York. 


ee 
COIN MAILER. 


60 PER 1,000. For 6 coins $3. Any printing. 
$2. ACME COIN CARRIER GO, Berlington,la. 
—_———_+or——_——- 


DIRECTORY OF NOVELTY MANU- 
FACTURERS. 


GENTS wanted to sell ad novelties, 25% com. 
44 3 samples, 10c. J.C. KENYON. Uwego,N.Y. 


ne 
HALF-TO iLF-TONES. 


pees. oe copner half-ton tones, 1-col.. $1; 
La ee THE YOUNGSTOWN ARC TEN. 
GRAVIN CO., Youngstown, Ohio. 


Nx EWSPAPER HALF-TONES. 
75c.; 3x4, $l; 4x5, $1.60. 
Seeeene when cant accompanies the order. 
Sena for samp! 
KNOXVILLE ENGRAVING -AVING CO., Knoxville, Tenn. 


Aa: -TONES for the job p job os, hewspaper or 
catalogue. (ur new location is right in 
the heart of the city, two blocks from Times 
uare subway station. STANDARD ENGRAV- 
ING CO,, Seventh Ave. at Fortieth St., New York. 


PAALE TONE or line productions. 10 square 
inches or smaller. detivered prepaid. 7ic.: 
6 or more, 40c. each, Cash with order, All 
newspaper screens. Service day and nigbt. 
} cma ne circulars. References furnisbea. 

r process-engraver. ?. UO. Box 815, 
Pailade phia, ba, 








COIN CARDS, 


1,000. Less for more; any printing. 
THe GOIN WRAPPER CoO.,. Detroit, Mien, 
— +or—_——_ 


PAPER, PER, 


B BASSETT & SU1 & SUTPHIN, 
62 Lafayette st.. New York’ City. 
Coated paversa specialty. Diamond B Perfect. 
Write for high-grade catalogues, 


MISCEL LANEOUS. 
EN tee HOUSEWIFE wants one; Lishtaing 
’gg Separator: selis like hot cakes; gold 
ne for agents; Sample 8c. HAMILTON MER- 
CANTILE .. Box 3, So. Chicago, Ill. 


SUPPLIES. 


D. WILSON PRINTING INK CO., Limited, 
of 17Spruce St., New York, sell more mag: 
azine cut inks than any other ink house in the 








"Bpectal prices to cash buyers, 


R.PUBLISHER: You ought to have Bernard’s 
Cold Water Paste in sooner ed ason dep’t 
for PP og 3 mailing wrappers. No other paste 
convenient and cheap. Sample Free. 
BERNARD, 609 Kector Building, Chicago, Ill. 


A NY PRINTER can increase his income if he 
adds a Rubber Stamp Outfit to his plant. 
Our Vulcanizers for making Stamps —- a a 
in tarted — b. anes or game 
Are at once. DO MAN. © 
Y, Baltimore, Md. it 


PRINTERS. 


Ww print catalogues, booklets. circulars. adv. 
matter—all kinds. Write for prices. THK 
BLAIR PTG. Cvu.,, 514 Main St.. Cincinnati, C. 
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FOR SALE, 


RINTERS’ INK, complete file, $450. CHARLES 
ARONSTEIN, 400 Manhattan Ave., New York. 
ren. 4 SALE — Two-letter linotypes. recently 
rebuilt, sory! uaranteed, Immediate deliv- 
ery. Adaress “* ITE,” care Printers’ Ink. 
HOE two-roller drum press, bed 27 by 34, in.; 
first-class Po rice. $350. 
STYLES & GASH, 
135 W. 14th St., New York City. 
ADDRESSING MACHINE FOR SALE. 
One Belknapaddressing machine, complete, 
with motor; 510 tin stencil boxes; one needle 
point stencil-cuttin typewriter. Will sell cheap 
if sold at once. Address “BOX 984,” ltochester, 


= SALE—8-page Scott perfecting press, with 
ecessary jaa apps yee machinery. 
Will print 4 or 8 pa; 6, 7 or 8 columns, In ver 
good condition. Piidress JOURNAL AND TRI 
UNE, Knoxville, Tenn. 
OR SALE—A BAR GAIN—One Universal com- 
bination printing and embossing press, 
goou as new; size of tympan 10 by 18; one two 
horse-power motor, 2 small card beveling mach- 
ines, and one large power card beveling machine 
will bevel 10,000 a day; also about 30 steel em- 
bossing dies. for photographic cards and fancy 
designs; will sell any part or whole; we will also 
instruct parties buying beveling machine to do 
round cornering on & bevel and matching edge. 
For further particulars, address FEASLEY & 
WENNINGER, 622 Third St., Milwaukee, Wis. 


Controlling Interest 


small Southern daily without 
competition in its own town 
or within fifty miles. Property 
does business of more than 
$10,000 annually, and pays 9 
per cent dividends in addition 
to salaries. Stock will be sold 
at 105, and $5,000 cash is suffi- 
cient. Balance can be deferred. 
A safe property which will 
steadily grow. 
Proposition No. 292. 
c.M. PALMER 
NEwspaAPER BROKER 


277 Broadway, New York 














BILLPOSTING AND DISTRIBUTING. 


One USES will patronize members of the Asso- 
/ ciated Biilposters exclusively season of 
a reasonable 





Guarant service at 
= Ae of prices is the magnet. 


PATENTS, 


pemsPATENTS that PROTECT 
Our 8 books for qrgemtanes mailed on recei ] 





of 6 cts. stamps. R. 8. & A. B. LACE 
Washington. b. CO. Eatab. 1869. 








—_+o>——_—_——. 
BUSINESS CHANCES. 


GA ag Write the DAYTON LABEL oo... 
Dayto' .for sample outfit and sell 2 

printed GUMMED STICKERS for $1 ‘on the side.” itd 
40 per cent com, and a square deal. Write now. 


FN pn perm kinds; large and small. 
Why pay publishers’ prices? We allow dis- 
counts on any publication’s issues, Prompt, 
careful, honest service. Bank references given. 
Try us once; it’s for vig Boi gwen — gy 


your ads; receive our lists A price ete. 
FREE. QUEEN CITY. ADVE cRISLN cO., 145 
Blymer ., Cincinnati, Ohi 
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PREMIUMS. 


MP AousaNns of suggestive premiums suitable 
for publishers and others from the foremost 
makers and Spf dealers in jewelry anc 
kindred “i. Py list price illustrated 
catalogue. reatest book of its — 
Published eee 35th issue now ready ; fre 

F. MYEKS CO., 47w. and 49 Maiden Lane, N. Y. 


> 
ADVERTISING MEDIA, 


HE REcoRD is the Woman’s Home Companion 
of Troy and Central Miami County. Ohio. 
Only daily. Low-class medical, lost manhood, 
monthly regulator, fake financial, liquor, etc., 
advertising barred. Send for sample copy. 
—_————_ 4 o>_—, 





- 


BOOKS. 


Forty Years an Advertising Agent 


BY GEORGE P. KOWELL. 


The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
‘The remainder of the edition (published last 
year) is now offered forsale. About 600 pages. 
5x8, set in lon Leesa with many half-tone 

ortraits Cloth and gola. P: rice @ prepaid. 

HE PRINTERS’ INK PUBLISHING CO., 10 
Spruce St., New w York. 


—>> 
MAILING MACHINES. 
‘1. coe DICK MATCHLESS MAILER, lightest and 
uickest. Price $14. . VALENTINE, 
Mfr., 8 Vermont St., Buffalo, N.Y. 


“AD WRI 71 TI N@. 


RACTICAL ad_ writing; | correspondence in 
vited. GRIFFITH K. DICK, Evansville, Ina. 


POSTAGE STAMPS. 


U NUSED U.S. or Can.; LEUD oO: d. R. E. ORSER, 
Buyer, 2404 Mal Ti. 


stucco mabe sctmall 
PUBLISHING BUSINESS OPPORTUNI- 
TIES. 


Technical 
Trade Weekly 


This paper is the established 
Authority in one of the greatest 
Manufacturing industries in 
This country. It has an 
Excellent paid circulation, and 
Is doing well in regard to 
Advertising, although this has 
Been very conservatively 
Managed. Profits will run 
Above $10,000 under present 
Old-fashioned management, 
And it is believed that 
Up-to-date methods would 
Increase the profits to $50,000 
Per year within three years. 
This property can be disclosed 
Only to principals who are 
Qualified to make an 
Investment up to $50,000. 


EMERSON P. HARRIS, 


Broker in Publishing Preperty, 
2653 BROADWAY NEW YORK 
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ADVERTISING AGENCIES. PRINTING. 


PN, P ROMPT delivery of highest quality printed 
A. O}GORMAN AGENCY, 1 Madison Ave., business forms and advertising matter, is 
D. N.Y. Medical Journal advg. exclusively. our specialty. Let us estimate on your next 


der. If your job is a very technical one or re- 


GRICULTURAL, alga att and Megedie anv exactness in all respects we can - ‘ou. 
Advertising A. C. EGEN AG ENCY, N y 
422 Drexel Bldg. nilndelphia tHe BOULTON PRESS, Drawer 9, Cuba, N 


(HE IRELAND "ADVERTISING " AGENCY, PUBLISHERS. 
2015 Tribune Building, New York. 
925 Ch Street, Philaaelphia 





— ADVERTISING CO., Honolulu—Cos- 

litan population makes our six years’ 

experience valuable. Newspapers, billboards, 
walls, distributing, mailing lists. 


LBER?T *RANK & CU., 25 Broad Street. N. Y. 


Newspaper Publishers 


DESIROUS OF INCREASING 


General Advertising’ Agents. Kstablished igi 
1872. Chicago. Boston. Philadelphia. Advertis- Local Advertising Patronage 
ingof all kinds placed in ever in every part of the world, WILL LEARN OF 


FOR LESS THAN $2,500.00 Mf A Most Effective Plan 


Tefore over 2.000000 Fronch-speali rene 
‘ore over nch-s ng Canadians 

Soa ot alaote te the Front etree hit these pink caagpisseioiin 
ree of charge in the French that will suit these 
mediums, and if required translate your litera- THE LINCOLN PUBLISHING CO, 
ture and follow-up matter at most reasonable 
cha ange. We have exceptional facilities for this 38 to 52 S. 4th Street, 


wor! Philadelphia, Pa. 


The Desbarats Advertising Agency, Ltd. 
Suite 50, 42 Victoria Square. Montreal, Canada, Only one paper in each town will 
ere ee be considered. 


PRINTERS’ SUPPLIES. 


Gordon Press Motors 


+8) 
Just perfected friction drive, variable spee CARD INDEX SU PPLIES. 


alternating and direct current Motors for Go Gor: G ET prices on Stock Cards and Special Forms 
don and Universal Presses. Variations 100 Led 3,000 MN from manufacturers. Cards furnished for 





impressions per hour. Write for booklet “P.” me maken = cabinets. Special discounts to 
rinting Tra 
GUARANTEE ELECTRIC CO., STANDAKD INDEX CARD COMPANY, 
Chicago, Ill. 707-709 Arch St.. Philadelphia, Pa. 








“GOOD INKS CHEAP.” 


The reason you have not heard from me for a good while is because 
the duty was troublesome. / was sorry to change, as you put me 
in the way of g: ow ote inks cheap, but it was purely @ matter 
of business. —C. W. Younc, Publisher “ Freeholder,”’ 
CorRNWALL, Ont. 





It is gratifying to me to know that even if the duty 
did rob me of Mr. Young’s trade, my inks and my 
methods always met with his approval. He was a 
staunch customer of mine for many years and never 
failed to compliment my goods when sending an 
order. I have not lost all hope of getting him ,back 
as some day he may make a comparison between my 
goods and the Canadian ink man’s and realize that 
the other fellow is not in it. Send for my specimen 
book and price list. 











ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street, New York. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, and any other suggestions for bettering this department, 








THOMPSON’s, 

Souvenir Station, News and Novelties, 
At Ye Ancient City Corner, State and 

Broadway, 
ALBANY, N. 
Editor Ready Made Department: 
Dear Sir—I would like to thank you 
for the several and kindly notices pub- 


 £ 


lished in your department about our 
little monthly folder, styled ‘“‘Thomp- 
son’s News Bulletin.” 


Any number of requests have been 
received for specimen copies, mention- 
ing your “Ready Made” section as 
reference. 

All this is very gratifying, naturally. 
But to tell you the honest truth we 
really would appreciate a little friendly 
critic’sm occasionally, 

Enclosed herewith you will see a 
proof copy of our May Bulletin, now 


in press. This we mail complete about 
2oth-25th. See if you cannot pick a 
few tiaws. Or, at least, give us your 


idea of some probable changes for the 
better in style, make-up or what-not. 
Try to give us the idea just as you 
would have it if in this business and 
issuing such a folder. 


(Signed) 

All right, Mr. Thompson, my 
“motter” is “I strive to please,” 
and I never strive quite so hard 
as when somebody asks me to 
find fault with something as free- 
ly and frankly as if it were my 
very own. I have forgotten what 
I said sometime ago about the 
Thompson Bulletins, except that, 
in the main, it was decidedly 
complimentary and deservedly so. 
But, if I failed to say that the 
form is “rotten” I failed of my 
full duty, and hereby apologize. 
The Thompson Bulletin is an 
eight-page folder, chock full of 
good stuff—advertising for a book 
and news store. If anybody ever 
reads the entire eight pages it is 
simply and solely because they’re 
unusually good reading and not 
because of their convenient(?) 
form. Who was ever certain that 
he had read all of an eight-page 
folder—except the proof-reader 
and the man who paid for it? 
I read this one all the way 
through, but I couldn’t be sure of 
it if I hadn’t spread it out flat, 
afterwards, and taken a final look 


THOMPSON. 











at both sides. A folder is too 
much like that abomination, a 
railway time table, and almost as 
confusing to some people. By 
all means make it a neat little 
book, or what would, perhaps, be 
more appropriate, a little eight- 
page paper, in regular newspaper 
style, with two columns to the 


page. The miniature newspaper 
form would give it more of 
an air of permanency’ and 
regularity of issue, particularly 


if it bore a date line, with vol- 
ume and serial numbers. In that 
form, the pages could be broken 
up, given more variety and made 
more inviting by means of two or 
three small display ads of only 
a few words each, with now and 
then a cut—say a half-tone re- 
production of an unusually at- 
tractive magazine cover—which 
the publisher will probably be 
glad to furnish, Maybe I am 
wrong, but if it were my case I 
should never be quite happy until 
I had made a try-out along those 
lines. As for the matter in the 
Thompson Bulletin, I can only 
say, as I must have said before, 
that it is mighty good stuff and, 
so far as I know, sets the pace 
for advertising of this class. Here 
are reprints of two of the pages, 
to be followed by others in com- 
ing installments of this depart- 
ment : 





WANTED—THE EARTH. 


Perhaps Thompson ought to buy the 
Hampton Hotel next door, the Trust 
Company across the way, or the Post- 
office, opposite. 

Because he needs more room. Any 
growing business has got to have more 


space for shelves and stock. And if 
stray acres were obtainable, cheap, 
somewhere about Ye Ancient City 


Corner, no doubt Thompson would buy 
one or two. 

For the fact is Thompson hates to 
turn away good business. Yet what 
would you do when a man comes along 
to get a certain book, let us say, and 
you can’t sell it simply because you 
haven’t room to stock it; it and others? 

Temporarily until Thompson can lo- 
cate that acre, or get an option on the 
Postoffice, won’t you just Tell Thomp- 
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son you want that certain book, and 
let him order for you? 

No difference what the kind. It may 
be the latest dollar-fifty novel or the 
oldest volume of reference. Simply 
Tell Thompson to get it for you. fe 
can and will. See him at 


YE ANCIENT CITY CORNER, 
With J. W. Stevens, Tobacconist, 
State and Broadway, Albany. 


HE HELPS JEROME. 

You’ve followed the Thaw trial. But 
there was one man in the case not 
mentioned much in your newspaper. 
Name was Train—Arthur Train, And 
he stood right behind the spectacular 
Jerome. He was, and is, a rather silent, 
youngisa man. Nevertheless, Mr. ‘lrain 
often serves on The People’s side in 
famous cases before the New York 
courts, For he is assistant district- 
attorney to Jerome. 

This gives Attorney Train ample 
authority to write of what he knows. 
So it is he tells a most complete, in- 
teresting, “inside” story of “The Pat- 
rick Case.” Patrick’s. near death is 
foreshadowed. Not in the chair, but 
from organic disease. Should he _be 
freed now, to die in peace? Tell 
Thompson you want to see the answer 
in the May American Magazine. Ten 
cents. 


GOLDEN RULE IN TOLEDO. 

You are interested in good govern- 
ment. Everyone is. That’s why the 
people of Toledo elected Brand Whit- 
lock mayor. He successfully succeeded 
“Golden Rule Jones.” You knew of him. 

And now Mayor Whitlock shows us 
how we should, and why we don’t, live 
up to our natural commensense and 
goodness of heart, otherwise the Gold- 
en Rule. 

See for yourself Mayor Whitlock’s 
“What Good Does It Do?’ in the May 
Everybody’s, ready April zoth, fifteen 
cents. Tell Thompson to save a copy 
for you. 


An Old Argument In a New and At. 
tractive Dress. From the Bangor 
(Me.) Daily Commercial. 


Children and Cash 


ought to be “brought up” 
together; then the former 
will gradually—and indelibly 
—learn the value of the 
latter. An account in our 
Savings Department is a 
sure means to this end, en- 
courages thrift; prompts sav- 
ing; helps the little ones to 
gain a good bank account. 

Live out of town? Let 
us tell you how to “‘save by 
mail.” 

Three and a half per cent 
interest paid on savings ac- 
counts of $1 or more. 


KENDUSKEAG TRUST 
COMPANY, 


The Bank For the People, 
Bangor, Maine. 























Out of the Ordinary For a Bank, 











An Empi 
of Business. 


On the site of the Nation- 
al Bank of Commerce in St. 
Louis lived the _ pioneer, 
William Clark, and thence, 
more than 100 years ago, set 
forth the famous Lewis and 
Clark expedition, which add- 
ed to the United States a 
territory in the Northwest 
imperial in extent. 

Another empire—an em- 
pire of business—likewise 
started on this spot and 
centers here. It is typified 
by the National Bank of 

ommerce in St. Louis—in 
oint of working capital, the 
argest and strongest bank 
in the country, outside of 
New York City. 

Only six National Banks 
—five in New York and one 
in Chicago—exceed this 
bank’s. resources of $86,- 
705,178.56. 

An aggregate capital, sur- 
plus and undivided profits 
of $18,620,704.34 forms the 
cornerstone of this institu- 
tion’s strength. 

This, backed by conserva- 
tive but progressive manage- 
ment, anda directorate made 
up of the most substantial 
business men in the com- 
munity—directors who di- 
rect, has brought us deposits 
at the present date of $60,- 
455,431.72, ; 

Our depositors are busi- 
ness and professional men 
of St. Louis and _ vicinity— 
men who have built and are 
building successful _enter- 
prises. They bring strength 
and vigor to the bank along 
with their deposits. 

National Banks in smaller 
cities of this part of the 
country have reserve funds 
on deposit with us to the 
amount of about $15,000,000 
—another indication of the 
paramount place this bank 
holds. 

We pay three per cent on 
time deposits. Have we 
your account? 

If not, we will welcome it 
and will serve you in all 
banking capacities with cour- 
— promptness and fidelity. 

end for free booklet 
“You and the Rainy Day,” 
describing our Certificates of 
Deposit and giving valuable 
financial advice. 


THE NATIONAL BANK 
OF COMMERCE IN 
SAINT LOUIS, 
Broadway and Olive Street, 
St. Louis, Mo. 














Samuet C. Spatpine, 
Clever and Persuasive Advertising, 
220 Eighth Street, 
Troy, N. Y. 
Editor Ready Made Department: 

Dear S1r—I should be glad to have 
your valued opinion of the enclosed 
folder for the “Al-Clo” Folding Ward- 
robe. ; 

I originated the name of this new 
article and am at present formulating 
a selling plan, and acting as general 
sales agent. Yours very truly, 

(Signed) Samuet C, SPALDING. 





This is another folder, and, 
from my point of view, subject to 
the same criticisms on that head 
as have just been made on the 
Thompson Bulletin. The interro- 
gation mark on the outside or 
first page, formed by words in 
type doesn’t look enough like an 
interrogation. It should have 
been drawn, instead of in type, 
to produce the result desired. 
The name of the folding clothes 
closet this circular advertises 
should have indicated the nature 
of the thing itself; ‘“AI-Clo” 
doesn’t mean anything at all till 
one has read the explanation. 
The argument is good, but the 
printing is not, and the general 
effect is one of cheapness—an ef- 
fect which is heightened by what 
looks to be a cheap zinc etching 
where a good half-tone . should 
have been used. One redeeming 
feature is the printing of the 
price. 





Wouldn’t “Electrical Conveniences” 
Have Made a Better Head For This 
Otherwise Excellent Ad from the 
Binghamton Republican? 





At Your Service. 


By the twist of a_socket 
or the pressing of a button, 
countless luxuries can be ha 
in your home. The daily 
massage with an electric vi- 
brator is a “Beauty Doctor” 
in itself. The electric iron 
for ironing dainty laces and 
pressing articles no _ one 
should be without. The heat- 
ing pad in sickness, the radi- 
ator for chilly days—the fan 
for the hot ones. Have your 
home wired. Let us talk it 
over with you. 

BINGHAMTON LIGHT, 
HEAT AND POWER CO., 
Binghamton, N. Y. 
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Loca. Testimony, of the Right Sort, Is 


Nearly 
But 7 


Always Effective In Selling. 


This Ad Is Good Aside From 


That—In Its “Reasons Why.” From 
Decatur (Ill.) Herald. 














Money Literally 
Running Away. 


THE DRIP TELLS THE 
TALE. 


225 Center St., City, 
Scovill Co.—Dear Sirs: 


Last summer we brought 
from you a No. 25 size 
North Star. Am _ ashamed 
to tell you how little our 
ice bill was for that year, 
but sufficeth to say the tri- 
angular ice card was dis- 
played only once in two 
days and sometimes three 
calling attention of the ice 
man to our needs. Sunday, 
June 18th, the weather man 
provided a few hours of 103 
degree weather. So to test 
the ice saving qualities of 
refrigerators I called on a 
neighbor and upon investi- 
gation I found the waste 
pipe of his box was dripping 
a solid stream of water— 
money literally running 
away. I then gave attention 
to our North Star and 
was much gratified to find 
by consulting my _ watch 
that our North Star was 
consuming ice at the rate 
of only 18 drops per minute. 
For sweetness, beauty of 
finish, coldness and ice sav- 
ing qualities, we can gladly 
recommend the North Star 
to economical buyers. Yours 
for success, 

W. F. AvucGustINne, 


We _ guarantee the North 
Star Refrigerator to reduce 
your ice bill one-third, be- 
cause it is insulated with 
granulated cork. 

Granulated cork is the 
best refrigerator insulation 
known. It will not absorb 
moisture and, as is well 
known, it will not pack 
down as will mineral wool. 
Granulated cork is used by 
all breweries, refrigerating 
plants. United States naval 
vessels, etc., because of its 
ice saving quality and its 
long life, for a refrigerator 
insulated with granulated 
cork will not use one more 
ounce of ice the fifteenth 
year than the first year. 

With a guaranteed saving 
of one-third in your yearly 
ice bill, is it practical to buy 
any other than a cork in- 
sulated refrigerator? 


SCOVILL CO., 
Decatur, IIl, 
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Tue Bratne-THompson Co., 
Advertising. 
CINCINNATI, Ohio. 
Editor Ready Made Department: 
Dear Sir—At the “opening” of the 
baseball season, when everybody with 
any red blood in him at least hears 
about the game, if he does not see it 
played—what do you think of enclosed 
as a seasonable telephone ad, put out 
by us for The Bell Telephone Com- 
pany, of Cincinnati? 
Very truly yours, 
(Signed) Ren Mu trforp, Jr., 
Chief of Copy Dept. 





Timeliness is a mighty import- 
ant feature in almost every kind 
of advertising, and the associa- 
tion of the thing advertised with 
some current event of general in- 
terest will often help to fix the 
ad more firmly in the reader’s 
mind. Sometimes the only effec- 
tive way to get attention is by 
this method, but, where there is 
not some more or less direct 
connection between the product 
or service advertised and the sub- 
ject employed to get attention, 
there is always danger of leading 
that attention away from, rather 
than towards, the real purpose of 
the announcement. ‘The skillful 
salesman , often tells a story to 
illustrate his argument, but he is 
careful to lead his possible cus- 
tomer back to the goods at once, 
after the story has served its pur- 
pose. This is not intended as an 
adverse criticism of the ad re- 
printed herewith, but rather as a 
caution to those who are inclined 
to introduce subjects foreign to 
the actual purpose of the ad, and 
stick to them so persistently that 
they become the whole _ thing, 
subordinating ‘the article which it 
was intended to advertise: 





IN THE TELEPHONE LEAGUE— 
PLAYING THE GAME TO WIN! 


Business is very much like baseball— 
when you come to think. about it. 
Unless a team has every position well 
covered only an occasional victory will 
be captured. In the struggle for com- 
mercial supremacy firms that are not 
sufficiently telephoned are like players 
with Charley-horses. 

They Can’t Cover Much Ground! 

A Private Branch Exchange will en- 
able an up-to-date business concern to 
accept every chance! Extension sets 
are a great help in saving valuable 
time, now lost. 

Most wide-awake business men are 
changing their Residence Party Lines 





to Individual Service Lines. Costs 
only $4 a month to be independent in 
your home. 

Ask the Contract Department. 

THE BELL TELEPHONE CO., 


314 Vine Street, 





Strong Incentives for Buying. 





Lawn Mowers. 


$3.50 Gem Lawn Mowers, 
$2.25—16-inch size. The un- 
precedented success we have 
had in the past with our Gem 
Lawn Mower fully justifies 
us in saying that it has no 
equal in Kansas City at the 
price. In it are embodied all 
the improvements of the 
highest priced machines; its 
adjustments are so simple a 
child can regulate them. 
Why not save $1.25 by pur- 
chasing one of these excel- 
lent Lawn Mowers in this 
May ist sale to-day at $2.25? 

$5 Lawn Hose, $3.48; the 
¥%-inch standard size in 50- 
foot .lengths, complete with 
couplings. You will save 
$1.52 if you will buy this 
hose to-day at $3.48. 


EMERY, BIRD, THAYER 
COMPANY. 


Kansas City, Mo. 











Specific Cases, Like This, Are Power- 
ful Incentives To Save, and There- 
fore Good Advertising For a Bank. 





In Five Years. 


Figure up how much you 
have saved during the past 
five years. Are you satis- 
fied with the result? 

Here is what one of our 
depositors has done since 
1901. 

He decided to save ten 
dollars each month and to 
allow nothing to interfere 
with his plan. About two 
years ago he withdrew part 
of his money from his sav- 
ings account and put it into 
an investment we had told 
him about, and on which he 
almost doubled his money. 

To-day he is easily worth 
$1,000, and has begun to 
double his monthly savings. 
Unless you’ begin to save, 
you will be worth no more 
in five years from now than 
at present, and _ perhaps 
much less, for you may be 
in debt. 

Open an account for a 
dollar if you can’t spare 
more, but begin. 


eileen. ‘BANKING 


Gay St. and Vine Ave., 
Knoxville, Tenn, 
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Twelve of Mathews’ Papers Now 
in Roll of Honor, 


JULIUS MATHEWS 
CHICAGO . BOSTON NEW YORK 


1613 MARQUETTE Bitpc. 2 BEACON STREET 3076 METROPOLITAN LIFE BLDG. 
*Phone 1031 Haymarket 


Special Representative 
New Haven, Ct., Register 











MAINE NEWSPAPERS: 
Avucusta JourRNAL Bancor COMMERCIAL BatH TIMES 
PorTLAND EXPRESS LEwiston SuN RockLanp STAR 
BIppEFORD JOURNAL WATERVILLE MAIL 


NEW HASISPHIRE NEWSPAPERS: : 
MANCHESTER UNION Dover DEMOCRAT 


VERMONT NEWSPAPERS: 


MonTPELIER ARGUS Barr—E TIMES BENNINGTON BANNER 
St. ALBANS MESSENGER RutTLtanp HERALD Bur_incTon FREE PREss 


MASSACHUSETTS NEWSPAPERS: 


WorceEstER GAZETTE NORTHAMPTON GAZETTE 
SPRINGFIELD NEws Hotyoke TRANSCRIPT 
NEWBURYPORT NEWS AND HERALD 


Boston, Mass., June 25, 1907. 


Printers’ Ink Pus.isuinc Co., 


New York, N. Y.: 


Gentlemen— 


Am pleased to be able to order a two- 
line announcement for one year of Mont- 
pelier, Vt., Avgus, under Roll of Honor. 
Enclosed is check for entire year in ad- 
vance. Please send us receipted bill. 


Very truly yours, 


Jutius Matuews. 




















